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ITH pending price control legislation and _ the 
threatened advent of price ceilings, this is a good 
time to examine the sales trends in major appliances 
as shown by the reports on washers, ironers and refrigerators. 
The trend is most clearly shown in washers because of the 
fact that the Washer and Ironer Association reports in greater 
detail. For the first six months of this year the total average 
price on the electric washers has increased from $71.05 for 
the first six months of 1940 to $75.25 for the first six months 
of 1941. For the month of June, latest reported, the increase 
is still greater—from $71.43 for June 1940 to $77.11 for June 
1941. An important fact in relation to these increases of 
price average is that they are caused not so much by repricing 
to higher levels, as by a shift in buying and selling of the 
higher priced lines. Dealers are pushing, and the public is 
buying better grade washers. That is the explanation. 
lhe growth of this buying of better washers is dramatically 
shown in the increase in sales of the washers priced above $70. 
In June a year ago this classification represented 26.62% of 
the total of units. In June this year it represents 39.13% of 


the total units. The low lines priced below $40 represents 
in June of this year only 4% of the total. A year ago it 
represented just short of 6% of the total. To repeat, all 


classifications except the classification of over $70 retail, show 
for this June a reduction in percentage of total, while higher 
priced lines make a truly gratifying advance. It gladdens the 
heart of any washer man to see that in June 1941, 31,390 

ishers sold at an average retail price of $140.07, and for the 
six months, 148,606 washers were retailed at an average price 
of $142.49. Here we have convincing evidence that the spe 
cialty washer field is still a vigorous one and that well de- 
signed and finely built washers offering additional features 
and advantages to the user command a large market. 


HE ironer also has a healthy increase in the sale of 
higher quality products that have brought the six months 


average on portables from $27.14 to $28.65; and on standard 


ironers from $82.87 to $84.51 
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lhe Demand kor Quality 


On refrigeration we have a record of an increase each 
month of this year, in the average price as compared to the 
month preceding. January price averages were below the 
price averages of January 1940, and below the average for 
the year. But June shows both an increase of average price 
as compared to June 1940, and an increase over the total 
average for the year 1940, 

Retail average prices of refrigerators have moved from 
approximately $144 in January 1941 to approximately $160 
in June 1941. Here too we have an instance of sales moving 
into the higher quality lines being largely responsible for this 
changing price picture, this in spite of the fact that some 
moderate increases in price have been made on refrigerators. 


ROOF of this preference for higher quality, extra fea- 

ture refrigeration, is given by the increase in the propor- 
tion of full porcelain cabinet types this year. For the first 
six months of 1940 full porcelain cabinets equaled only 4.43% 
of the total units sold. For 1941 this was raised to 6.15%— 
an increase of 82.18%. The total increase of all refrigerator 
sales is 31.25%, showing that full porcelain sales have in- 
creased more rapidly than the general unit increase. 

These figures are reassuring in the face of price control 
measures which, it is predicted, will be directed against increas- 
ing prices on comparable products. The betterment of appli- 
ance price averages is not due to such re-pricing, but is due 
to the choice of the buying public for higher featured, higher 
grade products. 

This situation should certainly encourage the manufac- 
turers to concentrate on high grade specialty merchandise. 
Dealers, we know, are already putting their best efforts on this 


, A 
class ol! goods. 


EpItor 





McGRAW-HILL PUBLISHING COMPANY. INC. 


JAMES H. McGRAW, Founder and Honorary Chairman 


James H. McGraw, Jr. Howard Ehrlich Mason Britton 

President Executive Vice-President Vice-Chairman 

B. R. Putnam D. C. McGraw J. E. Blackburn, Jr. 
Treasurer Secretary Director of Circulation 


Publication Office, 99-129 North Broadway, Albany. N. Y. Editorial 
and Executive Offices, 330 W. 42nd St., New York, N. Y. 








Electrical Merchandising, August, 1941, Vol. 66, No. 2. Published monthly. Price 25c a 
copy. Allow at least ten days for change of address. All communications about subscrip- 
tions should be addressed to the Director of Circulation, 330 West 42nd Street, New York, 
N. Y. Subscription rates—United States, Mexico and Central American countries, $1.00 
a year, $1.50 for two years, $2.00 for three years. Canada $1.50 a year, $2.50 for two 
years, $3.00 for three years, payable in Canadian funds at par. Great Britain and 
British Possessions 18 shillings for one year, 36 shillings for three years. All other 
countries $3.00 a year, $6.00 for three years. Entered as second class matter August 22, 
1936, at Post Office, Albany, N. Y., under the Act of March 3, 1879. Printed in U. 8. A 
Cable Address ““McGrawhill, New York."’ Member A.B.P. Member A.B.C. Copyright 
1941, by McGraw-Hill Publishing Co., Inc., 330 West 42nd Street, New York, N. Y 





AN ANNOUNLEMEN 


























af eed ue 


ee 





an 
| 





ALTORFER BROS. COMPANY « Peoria, Illinois 


PAGE 2 AUGUST, 1941—ELECTRICAL MERCHANDISIN@RELECTR 


; 






































ARE FEM APPLIANCES FOR EVERY SEASON OF THE 


ELECTRICAL MERCHANDISING—AUGUST, 194! 





-_ 
- eo ¢ 
‘ °¥ 
a ~, 
4 
} wt 
| 
\ 








r 
aw * i: Reve 
‘ os 
YITH restrictions in the pr 
ductiot 1 household elec 
tric refrigerators and wash 
ing machine in the ting, the 
appliance industry, after a picnic of 
soaring sales during the first half of 
1941, should prepare now roa 
onsolidation of its gains and a shift 
ing of emphasis from sales to service 
during the months to come 
Chat’s the considered opinion of 
W ly Keay vho heads up all the 
sale Activitie yf the New England 
Gas & Ele Association Bill 


Supply) 


tion cut cent ot 
preset ; ‘ 
some little difh 


It’s about 
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t y] n addition, we are 




















took 
decided 


going to do to maintain do- 


stock 


what 


e, therefore, that we 
the situation and 
estic load levels and see that the 
\merican public continue to get the 
full satisfaction from appliances they 
already have purchased. 


“Dealers, too, find 


are going to 


that the service end of their business 
has become increasingly important. 
We are going to get merchandise, 
1 


all right, but not in the quantities 


would warrant our putting 


, , , . 
emphasis on the sales side 


picture 


Old Business Department 


own company, Bill Keay has 


to be the 


ne new 


neces 
Situation 


handising activi 


At the lower right are two of the stores 
of the New England Gas & Electric Asso- 
ciation. The one on the left is at Hyannis 
on Cape Cod and, right, one of the 
modern stores in Cambridge, Mass. 
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"In the months to come, emphasis should 

be shifted from sales to service. We 

must see that the appliances on the lines 

are kept in good running order. Right 

now old business is more important than 
new." 


ties of the New 
uic Association 


England Gas & Elec 


have been 


aggres- 


sively—but cooperatively conducted 


through the New Business Depart- 
ment. Here campaign plans wer: 
laid, selling forces were hired and 
trained; advertising and promotion 


devised. Now, an Old Business De- 


partment of the company has been 
formed with the specific function of 
seeing to it that appliances already 
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By 


Laurence Wray 


on the lines are in good repall 


working order and that the maximu 


benefits of the work that has g¢ 
before be retained. 
rhe utility decided to undert 


such an activity for a two-fold r 
son: the self-evident one of maintain 
ing domestic load at its utmost pea 
considering the drops in its presen: 
rate of growth which would prev 


if appliance shortages became rea 
1 


serious; and the desire, as Bill Ke 
put it, to see that “the Ameri 
vay of life, the electrical way” 


maintained and that customers w 
to get the fullest possi 
enjoyment out of the 

irigerators, water 
washers and small appliances whi 


continue 
use and 
ranges, heater 
they own. 

\n apparent shortage of repair pat 
first pointed the way. Manufactur 
reported shortages in various ite 
needed to keep appliances going an 
checkup that the 
the various communities served by t 


showed dealers 
company were experiencing somew! 
the same difficulty. And so the O 
Business Department has, as 
its functions, the purchase of rep 
parts for all types and makes of 


one 


pliances to take care of future need: 


Company 


urging dealers to lay in extra stock 


considerab 
that th 
won't be caught short. No real shor 
age of repair parts should take pla 
incidentally, because the 
Supply \llocation Division 

OPACS has laid out a program g 


ot repair 
period ot 


parts for a 


time ahead so 


isa 
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ng to tl 
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Watch N 


ng witl 
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1S Important, loo 


With appliance shortages looming, New England Gas & Electric Asso- 


ciation has formed an "Old Business Department" to see that repair and 


service facilities are available to the customer during the emergency. 


air parts 1¢ preterence 
nv other civilian needs. A 
g ¢ to that ruling, which was 
July 12, the program is ex- 
to reduce to a minimum the in 
ice to the public caused by 
ta rsion of raw materials to defens« 
Y, vith the resultant curtailmet 
eS sume goods production. By 
taining such supplies of repatit 
i intenance a ippl ces 
K the line can ) kept ) 
t ind de in 
s Ss increasing dai V l | 
» De iT bey ynd norina r 
ents as time goes o1 In the 
i itive field, a simila ituation 
lu » the propose ut in pro 
+ 1942 le] ( < 
ur Watch New Business, Too 
: ng with the program for the 


Business Department, the New 





7% sland Gas & Electric Association 
' putting into effect some new rul 
vu n new business, too. And they 
™ rohting by the ¢ xperiences yt 
©P past in the present situatior 
;, taking care of old business and 
” lling new business carefully—that 
scrutinizing the customer’s credit, 
¥ ng down payments and cutting 
si length of time on instalment pa 
: : e appliance business should be 
, healthier condition at the expira 
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\t that, old 


he id 


business 


more than 


said 


signal even new 






at present, he 


the present emergency, Keay 


rates the 


Good Time for Lamp Drives 


\n interesting slant on the actual 


mechanics of working the Old Busi- 
ness Department, is the intention of 
the New England Gas & Electric As- 
sociation to tie in repair work with 
their annual lamp campaign. In thes« 
iumpaigns, some 850 en ploy es of the 






































































































































































































company go out on door-to-door can- 
vass to sell cartons of lamps. 

This 
major appliances, the lamp campaign 
is to be given a special impetus. 

“Don’t that four 100-watt 
bulbs gives you the same load as a 
Bill 


enough 


year, with a _ shortage of 


forget 


refrigerator”, “and if you 


Says, 


haven’t got refrigerators to 


































































































During our annual lamp carton cam- 
paign this September, our employees 
will check up on any appliances in the 
home in need of repair. This work will be 
turned over to dealers and contractors 
wherever possible. With major appliance 
shortages, the lamp campaign will be 
given special emphasis this fall.” 
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W. G. Keay, in charge of merchandisirg 
for New England Gas & Electric Asso- 
ciation, Cambridge, Mass. 


sell, the lamps become the fair-haired 
children of the merchandising depart- 
ment. In 1940, with a quota of 11,600 
cartons of sold 
20,806 give you 
some idea of the 


lamps, we actually 


which will 


scope of the activity. 


cartons 


The figures this year should run way 
ahead of last year. 

“But selling lamps is only one side 
of the picture. We are i 
all our employees into the 
Department work 
When a man makes a call on a house 


going to tie 
Old Busi- 
ness on repairs. 
to sell cartons of lamps, he is going 
to ask the 

4 » . 1 
appliances around the 


g 
housewife if she has any 
house in the 
need of repair. He will be provided 
with a card to note down what is re- 
and 
names of the customer Ss, 


quired these cards, with the 
will be turned 
over to dealers in the community. If 
there is no dealer in that section with 
a service department capable of mak- 


work 


service stations. 


ing the necessary repairs, the 
will go to one of our 
We have about 25 men on service and 
repair work. 

“At the present time, about 75 per 
cent of all repair work is handled by 
dealers and contractors in the 
munities. We know that this type of 


com- 


work—especially in depression times 
: 


or emergencies such as the present— 
the dealer. 

y take over a job where there 
are no facilities for the customer to 


get service. And as far as price goes, 


is the bread-and-butter of 


We only 


we work on the same base price for 
service as the local contractor so that 
there can be no question of our com- 
peting.” 

Dealer incidentally, are all 
financed by the utility and coopera- 
tive advertising is another form of 
dealer help which the power company 
furnishes. Dealers report all major 
appliance sales to the company and, 
according to the records, their sales 
for the first six months of 1941 are 
25 per cent above last year for the 
same period. The power company’s 


sales, 


sales for the first six months are 
double those of last year on ranges, 
water heaters, and _ refrigerators. 
They operate two stores in Cam- 
bridge, Mass., five stores in Cape 
Cod, others in Calais and Kittery, 
Maine; Portsmouth and Raymond, 
N. H. and New Bedford, Mass. 
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Standard Fuel Co., Salt Lake City, took on Westinghouse 
appliances and Econocoal stokers to get their share of ap- 


A new 
applians 


Royle's Radio and Appliance Store of the Sugar House district of Salt Lake has recently moved to 
new quarters to take care of increased business. 


pliance business. Fred Sweet is manager. 


Uriah Dealers Lak & 





Olivetta's of Price, Utah, has recently re-modelled its store in 
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anticipation of increased appliance business. 


The Modern Electric of Montrose, Colo., which opened up re- 
cently. Power company is not encouraging new dealers to go 





in business, but many new ones have arisen. 


When the Utah Power & Light Company quit appliance mi 
chandising in August 1940, electrical dealers expanded th 


operations and, guided by utility company cooperative pro 
tion, are increasing total sales in the territory 


N August 1940, the Utah Power 
I and Light Company ceased mer- 
chandising electrical appliances, turn- 
ing this business over to the dealers 
of that territory. The first few months 
vf this year finds the dealers of this 
territory just beginning to sense their 
opportunities. Records for the past 
No separate figures 
have been kept for the period after 
dealers took over, but totals for the 
year show that dealers alone sold 
3,032 electric ranges, as against 2,335 
the year previous, making the 1940 
total for company and dealers together 
well above the figure of 1939. Water 
heaters have not yet quite reached the 
level which power company sales set, 
although dealers increased their own 
sales of electric water heaters by 67 
per cent. 

Plans for the coming year as re- 
vealed by a partial field survey show 
that dealers in this district are looking 
forward to greatly increased sales dur- 
ing 1941. Everywhere stores are en- 
larging their departments and increas- 
ing their staffs. It has not been the 
policy of the power company to en- 
courage the opening of new stores, 
preferring to turn the increase in 
business over to established dealers. A 
few new outlets have arisen, however 
—in some cases sponsored by former 


year were gg od. 
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salesmen of the power com 
Others of the staff have found ¢ 
ployment with dealers. Of the thi 
five former salesmen whose em} 
ment with the power company 
terminated by the new set-up, th 
are now selling appliances thro 


other channels. Both jobbers and dé 


ers are adding model kitchen insta 
tions to their sales floors. 

The power company program 
the coming year has been well 
lined in a bulletin issued early it 
year. Conscious of the fact that : 
publications explaining yearly 
grams are frequently mislaid aite: 
initial reading, the material has 
wisely presented in the form of a! 
leaf binder. This has the double 
vantage of permitting the inclusi 
only such material as is applicab! 
the business of the recipient, 
further of permitting the additio 
sheets as seasonal promotions are 
nounced from time to time. 


Title of the bulletin is “Sell Bet 
which sloga' 


Living Electrically, 
used throughout the pages. It 
with a discussion of the rol 
public utility company in “The -\: 
can Way” of living, followed | 
chart showing the decreasing 
electric service since 1925 and its 
creased use per family on Utah P 


operating t 
ces at | 
Dealers are 
est possible 
ppliances. 
for 1941” i: 
home mark 
the comme? 
Estimated 

given by d 
may set hi: 
nee of ad 


Dealer . 


An exte! 
img is anr 
the sale of 
channels at 
toward th 
lewspaper 
boards, dir 
lisplays ai 
louse org 
end mailed 
any’s 10 
jects of cc 
eating, li 
then planr 
OW cost 
mong th 
general th 
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in Light Company Lines. A table 
average cost per month of 
electric appli- 


given. 


various 


thigperating the 


household 


rates is 
urged to make the g 
thiest possible use of this tool in selli 
The “Business Outlook 
id dor 1941” is discussed as it affects the 
nstafiome market, the farm 
‘ommercial and industrial market. 
stimated 

el] given by districts, so that the dealer 


YT nr 


pli inces., 
market and 
appliances are 


sales of 


iy se 


his own quota. The import- 


is discussed. 


) 


adequate wiring 


Dealer Aids from the Utility 


An extensive program of advertis- 
tb] ng is announced, aimed to increase 
sale of appliances through dealer 


13] 1e 


lannels and to build public good will 
foward the utility. This includes 
mewspaper ads, bill- 
ards, direct mail, store and window 
plays and car cards. A 


radi 3 outd or 


customer 


Be@™ouse organ is to be issued quarterly 
nd mailed to each of the power com- 


pany’s 100,000 customers. The sub- 


of cooking, refrigeration, water 


\ eating, lighting, meal planning, kit- 
fen planning, table cookery and the 
w cost of electric service are to be 
mong the subjects featured. The 


il theme is to follow the sl 


{SIN 





A new store in Montrose, Colo.—the A. & M. Home & Auto Supply., handles both small and large 
appliances and is typical of interest dealers are taking in the opportunities offered by the retirement 
of the utility from appliance selling. 


Over 


By Clotilde Grunsky 


Electrically”, 


f “Better Living with 
cheap electricity The 
signature of the power company in 
advertising carries always the admo- 
nition “Buy Electrical Appliances 
From Your Dealer.” 

The plan of 
major appliances in power company 


emphasized. 


displaying dealers’ 


stores, which was inaugurated during 
1940, is to be continued. For their 
own stores the supplied 
periodically with store and window 
cards featuring the “Cheap Electric- 
ity” idea. 

Chief item of the utility’s program 
is in the hands of its staff of 
promotion men and women, 
photographs and titles appear in the 
bulletin. The set-up provides for both 
men and women dealer.contact repre- 
sentatives, the women taking over the 
service formerly rendered by the home 
service staff. 


dealers are 


sales 
whose 


Among the many services that are 
available to dealers through this or- 
ganization is the dealer publication, 
“Electro-Dealer,” which is distributed 
monthly, carrying both news and help- 
ful suggestions for the selling pro- 
gram. Confidential monthly sales re- 
ports are secured 
analyzed and 
benefit of all. 


(Please turn to page 66) 


from all dealers, 
summarized for the 


Markets are analyzed 
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Dinwoodey Furniture Co., one of Salt Lakes oldest stores, 
recently added an electric appliance department under 
the supervision of James R. Woodward, above. 





C. G. Eklund Electric and the Sterling Furniture Co., both of Ogden, Utah, hold 
a joint cooking school to teach their salesmen the fundamentals of electric 
cookery. 


A steady increase in business is reported by Ferdinand Peterson of Peterson Appli- 
ance Co., Salt Lake City. Prospects for 1941 are exceedingly bright. 
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iperenets Srores Improv 
Te oe 


Figures from Controllers’ Con- 
gress Report, N. R. D. G. A. 


penses because most of them are , 
up on a percentage basis rather thy 


dollars and cents. 





United States This means that however my 
e Controllers’ Congress is a divi sales are increased sales expense 
f the above, members of which By Ernest C Hastings percentage remains nearly the sa 
) n records the sta s : ‘ This, of course, helps the showing 
iking u e annua the department store as a whole 
erchandising statisti in would be the case be one most discouraging to merchan- is hell for the individual depart: 
. e ex n just one store dise men and buyers. and those responsible for it. 
\\ \ ke t e meth neces from vendors for The above individuals did a splendid There are about seven ite 
wokkeepin e fact remain monstrations or selling job in that they improved operating expense in the Controller 
il figure yublishe 1 the were treated as credits to merchandise their gross margins, y in- report—depending on how you cow 
' accurate available not to advertising or pay creased stock turns, increased them. So far as we can esti 
pplian sales 14 per cent over 1939, FIVE of them are on a percentag 
llers’ Congress of the If operating expenses shown _ basis precluding any possibility 
\ e based etail Dry Goods Associa an equally good result the losses of trolling them. The other two, ne 
released the “Mer 1939 should have been turned into a paper advertising and sales people, 
I \ and Operating profit for 1940—or calculated on dollars. It is interest 
r fig ‘ 1940 for Major Appli Then why not? Simply because the to note the merchandise met 
Her \ ig While losses have been merchandise men have buyers, appreciating the value 
Xa \ educed the picture must little, ves very little. c 1 over ex- licity, maintained about the same | 
MERCHANDISING STATISTICS 
Average Average Age 
Gross Sales Gross Sales Stocks 
Size of ” = in Dollars in Dollars Invent 
D tment = » $ e ° 
72 Sige § sii , : 
Store = 30 ra i a E z a 2 
Ps & 5 Se % 3 3% § g 9 4 3 € 35 3 Spring Spring Fall Fall Under 6 
Za G2 2% BG Th) 5a O2 ae Ke « Months 
‘39 ‘40 '39 ‘40'39 ‘'40'39 ‘40 '39 ‘40 '39 ‘40 '39 39 ‘40 '39 ‘40 '39 ‘40 
Dept. Stores 
Doing 77 36.3 3455.9 670.9 1.23.3 1.2 5 0.3298 29.33.0 2.8103 104 7. 68.13 69.86 46.88 57.38 64 67 
$500,000 77R 835.55 3249.0 86 9 0142 23 0 0025.1 25.13.7 3.8111 a ; 64 53 
to 770 39.4 37.339 45 9 0.33.1 2.3 .7 06348 31.628 2.7 91 10913. 2 68 
$1,000,000 
“ESTIMATED MAJOR APPLIANCE VOLUME FOR 
Dept. Stores pes 
Doing 77 37.3 3645.4 4005 0142 22 3 0.330.141 31.03.7 4.7102 111126 54.66 53.82 57.00 55.22 77 69 
$1, —_ 000 77R 35.6 35.062 4.80.3 0.340 2.4 0.028.1 28.83.8 6.3 89 11512.6 119.37 99.01 97.60 94.50 85 59 
770 «39.5 39.15.22 3.706 0245 28 4 0531.4 3422.6 4.2110 10212.7 45.41 42.85 44.86 45.06 177 74 
$2,000,000 
“ESTIMATED MAJOR APPLIANCE VOLUME FOR 
Dept. Stores 
Doing 77 37.5 37.162 5305 0545 3.0 3 0329.1 3063.9 5.1116 11913.3 12.1 83.26 71.60 70.69 61.06 70 73 
$2,000,000 77R 3836.2 35.155 4.704 0.238 29 0.0289 29.149 6.1111 12913.3 13.5 128.41 113.78 118.07 107.47 72 74 
to 770 38.9 38.064 5.30.7 0.35.3 3.6 6 0630.0 31.04.0 4.3119 103145 11.7 48.67 47.45 52.92 49.25 85 75 
$5,000,000 
“ESTIMATED MAJOR APPLIANCE WOLUME FOR 
Dept. Stores ; 
Doing 77 36.7 3665.5 5.209 043.8 26 4 0429.4 29.95.4 5.2107 11514 80.86 77.75 65.86 66.48 76 78 
$5,000,000 77R 436.4 35.156 5409 053.7 2.5 0.028.5 2855.6 7.0 97 12117 127.58 119.43 117.54 110.88 75 78 
to 770 39.6 3845.0 5.41.0 0440 3.7) .7 0631.9 31.15.8 4.3118 10116 52.95 50.46 51.14 51.24 80 78 
$10,000,000 > ae . 
“ESTIMATED MAJOR APPLIANCE VOLUME FOR 
Dept. Stores | cay - oa. ; oon ; 
Doing 77 37.2 36948 4.703 0.33.6 3.3) 5 0630.8 30.25.4 5.9105 11414.6 12.6 70.37 71.91 58.06 60.31 | 76 73 
$10, 000. 000 77R (35.4 3485.2 4802 0329 24 1 0.129.1 29.15.8 7.6109 11615.9 12.5 135.10 117.36 | 122.84 114.35 176 76 
and 7710 39. 39.246 4404 0.13.7 24 8 0.933.0 35.15.5 5.3116 109148 126 40.90 43.78 42.19 50.65 68 72 
over 
“ESTIMATED MAJOR APPLIANCE VOLUME FOR 
THE FOLLOWING TABLE REPRESENTS AVERAGES FOR ALL DEPT. 
: : \ 
| "39 ‘40°39 9 ‘40°39 ‘40°39 '40'39 *40'39 ‘40°39 40 '39 ‘40 '39 ‘40 39 *40 
Average for : 
All Dept. 77 36.9 36.756 490.5 0342 29 .4 429.5 30.34.3 5.2108 114146 77.16 71.60 60.55 60.77 75 73 
Stores Doing 77R (35.5 35.056 4804 023.9 26 28.2 28.94.5 6.8 102 125 15.6 - | 128.41 114.37 119.49 109.36 74 75 3 
over 1 Million 770 39.0 38856 5105 0246 3.6 6 731.5 31.742 44114 106142 129 48.67 48.53 48.24 49.25 177 75 
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DEPARTMENT 77 IS TOTAL MAJOR APPLIANCE rr frm 770). 


DEPARTMENT 77R IS MECHANICAL REFRIGERATOR S S ONLY. 
DEPARTMENT 770 IS ALL OTHER MAJOR APPLIANC as. 
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Major Appliance Operation 


in 1940 as for 1939. But, over 1939 may well show close to a department stores doing less than five do about it. The selling of major 
vith increased volume they were able twenty five per cent increase, in view million annually reduced their losses appliances is becoming more and more 


sales cost an average of 1.4 of the 14 per cent increase in dollar by almost a half whereas those over a matter of personal contact. Back in 



















































it. A very good record. volume, and the lower unit price. five million showed a reduction of less the mind of every consumer is the 
\ similar reduction should have One of the surprises of the sales fig- than one per cent. question, “What’ll I do if the darn 
shown in practically all of the ures is that department stores strongly Some critic may well say, “Sure, thing stops.” She wants to be able to 
P tems set up on a percentage increased the sale of refrigerators as but the losses of the under five mil- call Mr. Smith or Mr. Robbins or 
a 3ut it can’t be and never against all other major appliances. lion in 1939 were almost double those Mr. Somebody she feels she knows. 
vill be unless the bookkeeping method The 1939 figures showed increases in of the over five million. Right and She feels he’ll take care of her in a 
the department store is changed. sales over 1938 for wi: — ranges, double right, but that in no way de- way no impersonal service depart- 
\ fixed percentage basis of expense etc., way above refrigerat The tracts from the improvement in ment can or will do. And, the chances 
iurdle between profit that even story for 1940 over 1939 is just re- operation.” are he can and will. This is no re- 
minded, long legged kangaroo versed. Very possibly the explanation This is in keeping with present flection on anybody but merely that 
in’t jump over. And, the chances of _ lies in the fact prices on refrigerators day trends in the sale of major appli- all of us like personalized service and 
unging the system is just about were more drastically reduced, espe- ances. A recent and rather compre- it is best obtained through the smaller 
ote as making a kangaroo sales cially early in the year, than on other hensive survey made by Etectricat _ sellers of appliances. 
led major appliances The department MERCHANDISING showed the smaller Now that we have preached our 
ibove is in no way meant as a store is ever alert to take advantage electrical dealers to be doing a pro- little sermon lets take up the indi- 
preciation of the department store of a special reduced price to the con- portionately better job than the bigger vidual items of the Controller’s Con- 
san outlet for major appliances. As sumer. outfits. gress figures, and see what we can 
matter of fact the number of re- Going back to the question of profit The above tendency will increase see. 
gerators, washers, etc., sold in 1940 or loss it is interesting to see that and there is little the big fellows can (Please turn to page 70) 
OPERATING EXPENSES 
Age Occupancy Publicity Selling 
o 
itocks £ 
rvent Ee 2 ss 
a 5 
Fixed News- rs) -——_ i 
Plant Total paper Total > Sales General Delivery Total O é Sa 3t 
£ People Sales -_— — . 
6 Adv. > 3a 6 3 6 
- a eu ao Za 
40 ‘39 ‘40 #'39 #+%'40 #'39 #+'40 #'39 #'40 '39 ‘40 ‘39 ‘40 '39 ‘40 '39 ‘40 '39 ‘40 ‘39 ‘40 | '39 ‘40 
67 2. 4.3 3.2 3.2) 7.2 8.5 38.9 .. ee 77 77R + 770 
53 2.1 4.1 3.1 3.0 3.5 10.9 cm  & Saree 77R Refrigerators 
2.2 3.9 18 1.2 | 2.5 re a 770 All Other 
Cee _| Major Appliances 
yR MP FOR 1940 FROM 21!» TO 43 THOUSAND DOLLARS 
69 8 3. 13162 54/133 18)5.7 360)|46 38117414 104114 #112 1.3 | 15.2 143 39.5 36.4 9.4L 5.4L 77 77R + 770 
59 aa. ta) oS 3.4/3.7 16/)51 45/32 3.8)109 10.8 | 2. 19/116 1.9) 15. 148 38.1 33.5 10. L 4.7L 77R Refrigerators 
14 3.3 ; 6.4 2.3 4.5 3.6 12. 1.5 4 ae 39.4 Ne me Ge wakes 7170 All Other 
= J Major Applicances 
yR AP FOR 1940 FROM 28 TO 58 THOUSAND DOLLARS 
3 7 | 3. 29'54 42 41 3.5 > 63 48) 4. 45\|104 923118 18125 2.3) 45. 13.3 38.9 35.1 9.8L 4.5L 77 77R + 770 
14 Seay 69882145 «| 684) & 3415.4 S2\352 45 94 935) 2. 13/21 19)|13.7 12.8 | 36.8 33.8 TOL 4.7L 77R Refrigerators 
15 5128 3215.4 $3136 38156 354\48 46/);112 9.71 &. 1.6/1.7 1.4) 15.4 12.9 | 40.2 35.6 | 10.2L 4.6L 7710 All Other 
i Major Appliances — 
yp AP FOR 1940 FROM 48 TO 120 THOUSAND DOLLARS 
18 613.3 23,53 46|44 4715.4 66/)45 5.1 9.5 7.8|22 22;)1.8 20/12.8 11.8) 35.4 35.3 6 L 5.4L 77 77R + 770 
18 71/23 21/158 44/141 3.9/5.2 55/|45 4.3 9.7 87,24 18,19 1.9) 13.2 12.1 | 368 34.0 8.3L SS. 77R Refrigerators 
18 3. 3.5 | 6. 5.5/3.3 41/,42 56\|,42 49 98 88,27 24/'22 24/142 13.4/| 35.2 368 3.3L 5.7 710 All Other 
= = a Major Appliances — 
R AP FOR 1940 FROM 90 TO 180 THOUSAND DOLLARS 
3 26 28/5 48 44 50 62 7.2 | 4. 4.0 76 351235 26) 2. ta: | 0 11.6 348 34.4 4 L 42L | 77 77R + 770 
16 11/24 2115.1 45/139 4215.7 67|42 3.4 9.2 6.3122 18/12 08 /| 13.5 11.4/| 35.7 33.5 6.6L 4.4L 77R Refrigerators 
12 7,27 4216 S2iS.5 4717.8 7.4143 72 66/36 3.2/1.7 2.1 121 11.4 37.5 35.9 45L 0O.87L 7110 All Other 
+ re Se ; Major Appliances _ 
yp MBP FOR 1940 FROM 160 TO 1600 THOUSAND DOLLARS 
oT. SPECIALTY STORES REPORTING DOING OVER li s MILLION ANNUALLY 
-——-—- — nen RR - — _ 
40 Y "39 '40 | '39 ‘40 | "39 40 ‘39 «4°40 | ‘39 “40 | ‘39 ‘40 | '39 °40 | '39 ‘40 ‘39 ‘40 ‘39 ‘40 | "39 ‘40 
3 | 1/29 2.4/5.3 48/36 39/58 58/45 4.4 9.7 8.3121 22)20 1.8 13.8 126 37.7 35.2 8.2L 4.9L 77 77R + 770 
5 9 123 91°49 42 36 38°'52 54 44 43 96 88/20 1.7)1.9 1.8 | 13.7 12.5 | 368 343 8.6L 5.4L 77R Refrigerators 
15 | 227 31/53 49°36 4. 56 58 43 42) 10.1 9.1);25 2.4/1.7 21/145 129 | 38.2 36. 6.7L 4.3L 770 All Other 
Major Appliances 








Aa figures in ithe above ramped except (*) estimated volume, taken from the 1939 to 1940 inclusive 
ting results of Department Stores as prepared by the C 
| en of he National Retail Dry Goods Association. 
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When Lhey Pay Ther Bill 
SELL A SMALIAP 


The Montgomery kitchen is right next door to 





Most people think of Vicksburg as a Battle Ground, 


but 


i? 


s a good place to sell small appliances. 





the store, and it is an ideal place to demonstrate in. 


ae 


OST of you damyanke 

know of Vicksburg as 

place on the map where 
battle was fought by General Gra 
and the inhabitants were starved 
in a siege. 

Go there today and you will 
the authentic trenches still encircli: 
the town, overgrown with grass, 
course. Big parrott guns and cann 
of all descriptions peep over the rar 
parts, making the scene highly 
triguing to one who wanders abou 
with a history book in hand. 

However, all of these things 
farthest from the everyday conve: 
sation of Mr. and Mrs. Harold § 
Montgomery, who operate the Rosl 
Electric Company. The reason 
your correspondent’s approach was 4 
report that Harold and Vera wi 
doing a tidy business in the sale 
small appliances. In fact, Gener 
Electric Supply down in New Orleans 
reported them “hot as a musket.” 

This is no story in which suspet 
of “how they dun it” can be built 


aS 





up to a thrilling climax. The way 
that they roll out an astonishing vol: 
ume of small appliances is simplicity 
itself. Vera keeps the books. As is 
usual in the South, virtually all 


Downtown Vicksburg has too much congestion for an electric shop. 
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.. «Mrs. Montgomery, who keeps books for her husband, 


knows the answers when it comes to small appliance selling 


\PPLIANCE 


sold on 
When the customer comes in to 
ff on last payment, Mrs. 
ra tgomery goes into action. Pop 
g up from behind her cashier’s 

she 


ajor appliances ire 


his 


exclaims, ‘Something 

that I believe you 
s would like to look at It’s a 

S. ‘Je waffle iron that I i 

nt e you pink.” 

The Roslyn Electric Company has 


n today 


ty of smail appliances in its win- 
itbougews. The major appliances are set 
Skirmishing around that por- 

4 yf the store that holds the item 
nave is looking for, Mrs. Montgomery 
the customer. 
add it on to your 
and pay 


1S nstrates it to 


want to, 
right 


nt bill, if you 

ney down now,” she 
le i course, you recognize this whole 
neraping as the great add-on technique. 
t it’s the timing that makes it work. 


ut of ten cashiers in this coun- 
| 





Y. et the prospect for a small appli- 
builtfice walk in and out of the store 
wav@ithout ever putting a bee on him. 
volfets. Montgomery knows that if she 
licitvgeatted to sell him a major appliance, 
\s ime might be out of luck 3ut with 
1) of™e big bill nearly paid and the small 





ippliance such a little item anyway, 
the whole thing sounds mighty good, 
particularly if it is attractively demon- 
strated. 

Perhaps Mrs. Montgomery 
so much about small appliances because 
has all of them in her home 
next door. The great clincher argu- 
ment with her is to whisk the pros- 
pective customer into her own kitchen 


knows 


she 


and let them see everything in a 
native surrounding. It isn’t beyond 


Mrs. Montgomery to sit her pros- 
pective purchaser down to a cup of 


coffee and a doughnut. Under such 
southern hospitality, most prospects 
wilt and accept. You can sum up 


her technique as follows: 

1. She strikes when the iron is hot 

-when the customer is almost ready 
for another item. 

2. She sells a small appliance which 
doesn’t hike the bill. 

3. She uses all of these appliances 
in her own kitchen and can talk in- 
telligently about their advantages. 

4. She that kitchen next door 
and uses it as a demonstration room. 

5. Over the tea cup, she gains a 
“rapport” that is usually 
in a store atmosphere 

Mrs. 


has 


impossible 


Montgomery, who is a typical 
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Here is Vera and Harold Montgomery, the husband and wife team. 
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Mrs. Montgomery combines bookkeeping with 
selling—and the records tell her when to sell. 


housewife, learns what is going on in 
Vicksburg by going shopping her- 
self. 

Being a housewife, she knows the 
feeling of anybody 
say, to buy another iron. 

“You had the old one just go 
flooey,” she says, “so this time why 
don’t you get a good one that will 
stand up and not annoy you like this?” 
She points out that a high priced 
iron will operate more cheaply than 
a low priced one, and after all they 
are thinking of their light bill. 

In Vicksburg the preference in small 
appliances seems to be about as 
follows: 

1. Irons 
2. Waffle irons 

3. Toasters 

4. Mixers 

The southerners do a lot of candy- 
making—divinity—and stir up a lot of 
cakes, which makes mixers very popu- 
lar. On the other hand, coffee makers 
are not so well received as the South, 
at least around Vicksburg, is a coun- 
try which drinks cokes and not so 
much coffee. 

The Montgomerys do not have the 
advantage of being natives of Vicks- 


who comes in, 


burg. The Roslyn Electric Company 
was started in Greenville, Miss., and 
moved to Vicksburg in 1932. Harold 
S. and Vera Montgomery bought out 
the original owner in 1936. 

Having trouble with loading and 
unloading in their downtown location 
—Vicksburg has 22,943 population 
they conceived the idea of building a 
store out of the neighborhood a mile 
from town. 

“We are delighted with this set-up” 
says Mr. Montgomery. “In the first 
place, it permits the automobile cus- 
tomer to come and go at leisure. 
People can run over in the evening 
without bucking through the down- 
town Vicksburg congestion. It allows 
us to have our store next door to 
our house which is wonderful. Fur- 
thermore, we have plenty of display 


space and lots of elbow room which 
we like.” 
On display at the time of the 


ELECTRICAL MERCHANDISING Call were 
12 irons, two four 
makers, 12 fans, a window fan and a 
light conditioning booth. Mr. Mont- 
gomery thinks that is about right for 
a store his and their 
seem to prove out. 


mixers, coffee 


size records 












Kitchen Simplification 








To Make Kitchen Cabinets Easy to Install, and Sell Them Piecemeal Seems to be the Order of the Day 


























nary situation inv one rf them moment was a great time to sell the up to the wall. You will discove r ; 
I sbinet Insti 
a tidy tu yy featuring “Add in tie up the others with the result whole job, like putting eggs under despite its seemingly square look, y veland, Ol 
eal nec] 1 wa iat the jobs are not delivered when one hen. Women, too, liked dealing tually every room is out of Proportiogfi wnt Compar 
d 4 - 7 ? ¢ ty. Wt sive 
t I ed and that ikes the cus with one store and not having to chase Walls slant, floors sag and things al; cnecifica 
, ° pearls ers sore 1 lot of contractors into their dingy generally cockeyed in the aver alee’ M 
) ; {@iondards. M 
und got t vy. The 3. ligsaw puzzle kitchens have been _lairs home, but it only takes a little jigg measures 
| 1 1 | , H ~ e 1 
k yreak to cabinet people who Bo situation down to essen- around, a little strip of wood ab use the s 
o ‘ t the yrroduct snu sy to a ils, Kitchen c ibinet makers saw that and be low, to make your ¢ ibinet h @<titute on 
‘ ry rner and crevice. In the first the primary things women are inter- perfectly true e of their 
too close tl int a lot « ested in are more working space, he base is easy Anyone vw Steel no lis 
‘ 1 special work, and that bit into more storage space and the beauty pry bar can pull off the quarter thick—m 
) appeal that white steel cabinets give and baseboard, shove the cabinet { sed cabinet 
{ ] +! ) =} ' T we + + ] ‘ + } 1 +1 * 
+ Hig pri p t t yea! the kitchen. Taking a leaf out of old up against the wall, and the tions that 
"\ less John R. What’s-His-Name’s notebook, your baseboard and quarter-round off or are 1i 
l R R Like the they decided upon the “Add-a-pearl” until what remains fits tightly aga a 
: I I Bute) ress. Drawe 
t of women technique. Get what you can afford _ the installed cabinet base. Anyor to carr 
. “ , J eC ° . ‘ 
é 1 eaded t now, then add to it later can’t do a job this ough th. applie: 
’ q 9% oe 
g g Eas of inst illation had to be st to an old s’ ho It ich front 
vestment. 1] el kitche ichieved if re tailers were to be sold simple. | cabinet 
S t ve ber | greatly carrying the lines. Confidential]; Now, how about thos ( § 25 lb 
vy aré t the reach of tl it has never been a tough job to put empty spaces, you say, thumpi fully 
inary mat in any steel kitchen cabinets but, sternum bone with your index fing a 
; y no mo 
What at In the year 1941 it may be | mevertheless, there was an air of Well, skipper, you just leave the v 
t kitche ibinet people turned a mystery in their white purity that be places blank. Under the new tec a went 
\ Someone with a clear head  fuddled an electrical dealer who prob- you don’t even need to put in a “eer 
la » pencil added up these di ibly never had anything more sub yver the top of the wall cabinet. L ver catch 
tag e hat stantial in his hands than a screw it blank. That’s not your job. MW eve 
1 g t the vere asset ywwn driver and a pair of nippers. Th owner wants to fill in the odd ang » The 
vy of the ele i ield word “soffit” was like a sandbag to his of her kitchen and the walls so to stan 
° 1 1 . Sle 
' It w vious that the senses. He looked at the immaculate there will be a smooth flow of » water, 
e new gerator were the wheel- pictures of perfectly installed kitchens that is something you can let a revers 
, ; . ie kit 1 modernizat ind wrote himself off of the ticket worry about later on. When yo tt of 2( 
( \ housew looking i e before he even looked into the matter. these cabinets in place, as we 48 hrs 
these tv ippliance pened Che job today has been made as simple told you, the housewife has 100 deg. I 
\\ é l was in a position to get both a well. Steel abundance of working space, 1 ng sprave 
; : , ; , : § spra) 
rels of t ibinet story. Inasmu anyone who is oodles of room for storage and ition. It 
was buying something new river and a_ is perfectly happy. Chances are 10 aan @ 
e kitchen irally felt she ght drill. Find out, of course, the reaching 1 with her snow white kitchen s 45 deg 
é 1oot the works and have the ability of the lady of the house. Then, going to let the matter drop rig it tone 
’ ’ 7 ] 1° 7 1 1 1 1 e : ~~ 
‘ vou vhole kitchen done over—new li simply hook your cabinet on to the there and forget the foxy details 190 | 
k new walls, new cabinets. Such a __ steel strip you have already screwed The newly founded Steel Kite! 





Then lift your cabinets up in the air so that the lugs on the back of the cabinet Lower cab 
are above steel strips. 


Putting up wall cabinets is a simple job of screwing a steel strip to the wall. 
thing abou 


Plenty of holes assure some of the screws catching the studding inside the 
plaster 

























Luomes of Age 





ibinet Institute, 


1621 Euclid Ave 
weland, Ohio, retains a Robert W 
mnt Company of Chicago to run tests 
cabinet 
out- 


specifications on steel 
ndards. Manufacturers 


measures up are 


whose 
today permitted 
approval of the 


I lere are 


use the seal of 


titute on their wares 
yf their 
Steel no lighter than 22 gage—.031 


specincations: 


*k—must be used for any ex 


sed cabinet parts. That means the 
rtions that kids are liable to stand 

r are likely to get a twist o1 
ress. Drawers, for example, must be 


to carry an additional load of 


lb. applied alternately for 5 min 


h front corner without distortion 


abinets must be able to take a 
f 25 lb. per sq. ft. of shelf space 
fully loaded, the cabinet must 
no more than vs in. deflection 
the wall Door catches and 
ges must be able to go through 


00 cycles without failure but 


ver catches through a minimum of 
00 cycles without failure to 
ges. The cabinet finish must be 


to stand proportionately in 100 
flake or 


side is exposed to an 


gy. water, must not peel 


reversed 


*t of 20-in.-lb., must not blister 
48 hrs. of 100 percent humidity 
100 deg. F. It must not blister after 


g sprayed with a 5 per cent salt 


ition. It must stand erosion of 4 
grams of Ottawa sand dropped 
45 deg. angle through a tube one 
long. It must not lose luster 
190 proof straight alcohol is 


used, nor discolor or soften when 

submerged in hot fat. 
The Institute, with its 

is a weapon to aid the trade in meeting 


unscrupulous local competition which 


standards, 


produces cabinets to meet a price. 

“We feel that the seal of approval 
s in itself enough to combat the mail 
yrder situation,” says C. 
Fred Hastings of the Auburn Central 
Connersville, 


| ~ 
house price 


Manutacturing Corp. of 
Indiana 
hat the 
yn kitchen cal 
onl 


stage is set for a boom 
inet by electrical 
icaiers, is evidenced by a 
rently Kathleen 
~§ McCall’s magazine. W1 


retrigerator 





sales 
survey re 
made by Robertson 
1en a woman 
she is think- 
about her 
ler can 
and 


gets a new 


ing much more broadly 


kitchen than any electrical dea 


suspect. She is thinking about, 


‘an be sold, a number of allied prod- 


ucts that go with her major step. In 
lrawing up plans for her dream 
kitchen, Miss Robertson found that 
the following percentages had these 


sorts of 

° ‘ v9 

20.6 percent were planning a “U 
type kitchen 

23.4 percent planned a 


problems and desires: 


broken “U” 
type 

15.1 percent planned an “L” type 

7.2 percent wanted a broken “L” 
type 


wanted a 2-wall 


10.4 


8.9 percent 


percent type 


planned an_ individual 


center type 


2.2 percent planned a straight wall 


tvpe 


Our dream kitchen planners were 





Lower cabinet, hooks catch on, and the job is done—thus the most mystifying 
thing about kitchen cabinet installation is made perfectly simple to dealers. 








SAVING 
BACKS IN 


SELLING 


EMEMBERING how an early electric roaster campaign bogged down because 

salesmen weren't strong enough to carry around samples, cabinet makers today 
make demonstration easy through miniature models. 

You simply mark out the floor size of your prospect's kitchen and go to it setting 


up little blocks that are miniature cabinets. 


It's a lot of fun and it is said that 


youngsters who like to play with blocks look up on their elders enviously. 


, 
| 
| 
| 
| 
| 
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| 
| 
| 
| 
| 
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| 
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definite wanted as 
counter 
Some 62.3 percent wanted linoleum 
9.2 percent wanted monel 
7.4 percent 


as to what they 
tops. 


metal 


porcelain enamel 


y 
6.9 percent stainless steel 
5.9 percent composition 
5.7 percent wood 

5 percent tile 


2.3 percent rubber 
Women, it appears, 
ideas about what they 


kitchens and they mix 


have a lot of 
want in their 
up appliances 
and cabinets all in one ball of wax 
Meet the Members « 
Kitchen Institute 


Steel 


f the 
Cabinet 


extensive demonstration in selling a sink. 


\cme Metal Products Corp., Chi 
cago 

Auburn Central Mfg. Corp., Con 
nersville, Ind. 

Berger Mfg. Div’n, Canton, Ohio 

Crane Co., Chicago 

Edison G.E. Appl. Co., Chicago 

Elgin Stove & Oven Co., Elgin, III 

Excel Metal Cabinet Co., New 
York City 

General 


Electric Co., Bridgeport 


Hubeny Brothers, Inc., Roselle, 


ms. 3 

Modern Steel Equipment Co., Ge- 
neva, IIl 

Whitehead Monel Kitchens, N.Y.( 





One thing an electrical dealer will do, that a plumber won't, is give a very 


lt is a woman's work bench and she will 


listen with interest to every convenience and cleanliness feature that it can 


afford. Older trades are inclined to take sinks for granted, which is an error. 





A Merchandise Manager 


THe A. Harris DEPARTMENT Store, DALLAS, Fixes Up THe Last Worp IN Layouts 





nee 


_—" 
~ 


Here is Mrs. Zola Kay, one of the few women who manage a major appliance 
department, listening to Phil Weidwein of Westinghouse Electric Supply Com- 
pany, in Dallas. 


Note how many heating and warming devices salesman A. H. Leslie has on his 
small appliance display. They cater to the needs of the south. 















y in Paris. what he thinks belongs together. Mr 


fl HEN Wortham Collin was a The photographs on this page show 
J broth iT 1 bo 
: 


LeXas, Nis poppa itsisted that Collin savs: “The cost of getting a 
he get out and sell vacuu ‘leaners. 1 eer 
: — —_ creat volume of business by outside 
It is tut turgotten vet how Wortham wa ; ; . . 
, : : : selling cuts down the profit too tar. A 
aftecting the grand manner, drove the ' 


Sa ae ; ; separate store didn’t get the traffic i 
family Cadillac from door to door as parate to didn get the tratinc tt 


he pursued his Hoover business. 


All this is indicative of how Mr In the new location there is no serv. 
Collin, given carte blanche, would go ice department. Service is tarmed out 
to work on setting up a major appli- There is no outside selling as was 
ince department in a department store. lone in the other location. To intr 
For years the livision had been a duce the department to the A. Harrs 
stepchild. It had not even been housed ub] a window was turned over t 
under the parental roof. On another a giant Silex coffee-maker, which wa: 
street, emploving INWSs10N salesmen, filled with coffee \ ruessing cor 
it had been a doorbell pushing branch test was put on with the entries file 
ot a great store n the department which brought 1 T 

Then the Collin luck broke again visitors. \s the new department 
ind he was given the opportunity to ypened, filled with visitors, it looked a 
creat jor applian iepartment it Wortham Collin had been lucky 
from scratch o les p ises izain with the old wishbone 


4 


Mrs. Mignon Young presides over the coffee-maker demonstration and you car Silt we 
see she promotes luggage on the side. 


AUGUST, 1941—ELECTRICAL MERCHANDISIN&B Ee ecrp, 







wets Hts WISH 








Wortham Collin is merchandise manager of A. Harris, 
but his heart still belongs to the major appliance depart- 
ment. 





Two girls pulling on turkey wishbone, a symbol of luck in Texas. 


By 
F. Blackburn 
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A record department, with plenty of them, presided over by Miss Dorothy Torno 
is a traffic-attracting proposition. 
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Sift wrapping is part of the department as so many small appliances are bought A strategically placed radio record player makes it possible to lure prospective 
as presents. customers with sweet strains of music. 
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ovE Right Way w CLOSI 


Farm 





Backing up a truck, LeRoy starts to unload the refrigerator left as a demonstrator. 


LD Sam Houston, they say, 
buckled on his guns years 
ago over in Tennessee and 

tarted for Texas. “Whatta you-all 


going to do in Texas?” he was asked 
“I'm going 
rights,” he 
The way C. 7 


ut there to fight for my 
retorted 
3uie, down at Itasca, 
Texas, has gone after his rights in 
acquiring a lion’s share of the appliance 
business among newly electrified 
would indicate that the old 
Texas spirit hasn’t been diluted as yet. 
Wind blown, sunbaked Itasca is a 
1,685. Its trading center 
into five counties, Johnson, 
Hill, McClellan, Ellis and Dallas. Up 
until the time that the Hill County 
Electric Cooperative, a segment of the 


larmers 


village of 


vellies over 


REA, burgeoned on those prairies, the 
Buie Hardware & Furniture Company 
vas a self-respecting institution which 
gave virtually no thought to electrical 
ippliances 

Rapidly the Hill County Electric 
Company ran its line out in the coun- 
has 1,400 meters hooked 
; : 


KW.-fit it 


try, and today 

up. For 25 harges 

$2.25 minimum a m 

55 kw.-hr. the rate is 44¢, 
and over that l¢. 

The time 


cus- 
For 


for 120, 3¢, 


tomers ynth 


, 
was ripe for bright-eyed, 


bustling young C. L. Buie, who had 
wheeled back home from the Univer- 
Southern Cal 


alifornia, to try his 


ity of 


wings. Poppa Buie, who believed in 
allowing the young idea to 


hoot, had 
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already let his boy take a $3,000 loss 
experimenting. Here was a chance 
to set up a new department which 
could go after the obvious business that 
was sprouting in the farm homes 
throughout the trade territory. 

LeRoy Buie took the opportunity 
like a bass takes a minnow. Farmers 
began feeling his hot breath upon their 
necks almost as quickly as REA poles 
were dropped along the _ roadside. 
Within the last four years he and his 
men have scattered some 763 Frigid- 
aires over the 50-mile trade territory 
that Itasca claims. 

In 1940 the store sold 287 Frigid- 
some 225 of them being dis- 
tributed in the county and the balance 


aires, 


sold off the floor of the store. LeRoy 
works five men and figures he has 
four months of refrigeration. These 


salesmen get $10 a week for cakes and 
coffee money plus 5 percent. Gas is 
supplied to the store wholesale. If a 
man has made a call on a farmer and 
he is sold from the floor he gets one- 
third commission. On demonstrations 
LeRoy frequently goes out with the 
salesmen and closes the deal without 
any cut in the salesman’s commission. 

It would probably not be possible 
for such an operation to be a success 
if the Buie Hardware & Furniture 
Co. had not some 28 years of experi- 
ence in selling in that country in ad- 
The point is, C. T. Buie knows 
bums and deadbeats and the 


vance 


all the 





_ 


Refrigeration Sales 


When he reaches to pull the plug, the farm family can see he is in earnest about taking 
away. 


boys are warned to fight shy of them. 
The operation consists in dropping a 
refrigerator on a demonstration basis 
and going back later and closing it. 
It is as simple as that, but the refrig- 
erator must be dropped at the right 
farmhouse. 

“To sell farmers,” LeRoy said, “You 
must understand their problems. The 
farmer still thinks he is in a depres- 
sion. I tell them ‘We consider our- 
farmers as all our business 
comes from the farmer. When I go 
to buy a suit of clothes I shop, I don’t 
buy the cheapest but I always buy the 
right things. We don’t have enough 
customers to take them as they come 
but we must see to it that we sell our 
the right thing. I don’t 
tell you where to plant cotton, because 
you as a farmer know all about it. 
We on the other hand, are students of 
refrigeration.’ 

“One of the easiest mistakes to make 
on this demonstration basis is to leave 
a refrigerator too long. You must 
actually sell it when you are leaving 
it on the demonstration. You must 
tell the story right them. Don’t leave 
that refrigerator or a radio, for that 
matter, over five days. You might 
say that we are selling the possibili- 
ties and not the prospect.” 

“Our story is that we are putting 
out half a dozen refrigerators this 
week for trial. Automatically the 
farmer comes back at us with ‘No, 


selves 


customers 


we’re not ready to buy one yet.’ 
salesman immediately tells him th 
he gets credit for a demonstration a 
doesn’t want the farmer to feel | 
ligated. Inasmuch as farmers dow 
this way are cooperative they are wi 
ing to take the box in. Then natu 
begins to work for us. The farm 
comes in tired and gets a cool gi: 
of milk, a cold apple. He discovers 
a pretty nice thing to have int 
house. 

“I tell him the Lord has put thes 
things for us on earth to enjoy. Yo 
can take two farms side by side, 0 


will make a living and another go 


broke. One makes a living becaws 
the farmer takes advantage of 1 
thing the Lord gives us. After d 
none of us have anything at the ¢ 
of the year. So why not enjoy lil 
itself, since we cannot make mi 
money ? 

“Why do you buy a tractor, I say! 
the farmer. The reason is you’re m 
ing an effort to make more money 3 
you can give your family more adv! 
tages. You can put your money ‘ 
a cold drink or a cigarette, what 0 
get out of things depends on yo 
management. If your wife isn’t a g0 


manager it’s no use getting her a * 


frigerator like this. If she is. she @ 
make it pay just like you can make 
tractor pay. 

“A lump of meat is this big, 0 
lump of jelly (LeRoy makes a ™ 
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ears and | 
There 
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see what I 
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end of fo 
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ind starts 
take the 
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Out of Town and Have Some il 
Theories That Work. 


The Buies Travel Fifty Miles 
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stening to. 


see what 
ng a refrigerator, I’m selling refrig- 


rot ” 


akes the 


Ashe does this, he delivers his closing sentences. 


his thumb and forefinger) is 
rth a nickel. If you throw this 
ch out after every meal that is 
ual to 15¢ a meal or $4.50 per 
mth. There is no use kidding our- 


lves, we all realize that food is the 
ggest item of expense in the home. 


you didn’t have to buy food you 
vould get along pretty well. How 


uch ice do you use a month—$3 


wth? Well, you only use it seven 
ths out of the year. How long 
ve you folks been married—ten 


? That means for ice you have 
around $210 during the last ten 
a thing to show for 
210 $1 bills blowing 
und in your back yard right now 
vhen you stoop to get one it blows 
mud. You've got an 
tion to feed your family and if I 
ed your family cheaper it seems 
e | something worth 
If the ice man came and 
to have $210 for the 
ten years worth of ice you would 
I’m not really sell- 


s and haven't 


There are 


er into the 


have got 
you've got 
I mean. 
mn. 


At the 


five days after the 


LeRoy’s close is a classic 
rf tour or 
has sampled the refrigerator, 
out in a truck and backs it 


ght up to the porch. He goes in 


goes 


tarts talking to the family as he 
food out of the refrigerator 


ts it on the table. Farmers fre 


Usually the word is “Leave it with us.” 


quently try to make him believe they 
are going to buy somebody else’s box 
but he goes right on, taking out the 
food and dishes, telling them this story 
of economy. When he finishes he 
reaches over and pulls the plug dis- 
connecting the refrigerator. 

The farmer’s family, seeing the 
truck backed up to the porch, the re- 
frigerator unloaded, and the plug 
pulled, realize that LeRoy means 
business, that he is taking away some- 
thing they want very much. It forces 
them to act and say, leave it be. 

>*sychologically LeRoy has found 
that if you just drive up in a car and 
talk to the farmer about buying the 
refrigerator that you have already lent 
him he will stall and give you a run- 


around. It takes all the dramatic ac- 


— 


From a town of 1,600 the Buies radiate out 50 miles. 


tion of a truck, unloaded box and a 
pulled plug to make them realize that 
the box is only lent to them for a 
demonstration and that you are really 
going to take it away. Since the dem- 
onstration has only been made in farm 
homes that are able to pay for refrig- 
erators—and the Buie’s know full well 
they are—when a contract is signed it 
sticks. Out of the last 213 sales, the 
firm has only had 3 repossessions. 
LeRoy and his salesman will travel 
some 50 miles a day and will make 
possibly six contacts, and will leave 
approximately two refrigerators a day 
on demonstration. Inasmuch as the 
men earry both washers and refriger- 
ators, they frequently alternate with 
washers, and a demonstration of three 
refrigerators and two washers is con- 
sidered a good day’s work. 
“Farmers will frequently want you 
to take in trade something that is out 
of line,” says LeRoy. “He will ask 
$10 for an old ice box. When we have 
a limit of $6 on trade-ins we tell him 
no, and continue our movement to take 


the demonstrator out. That brings 
action.” 
The Buie Hardware & Furniture 


store sells Maytag and Speed Queen 
well as Frigidaires, and 
moved some 140 washers, of 


washers as 


which 20 





























were gasoline-powered, last year. Any 
of the boys who sells a washer as well 
as a refrigerator gets from $2 to $5 
is a bonus pocket-money. 

The salesmen do not carry 
appliances such as irons or 
on the truck with them. Too many 
farmers have wanted salesmen to throw 
them in with the deal. Such items are 
added on after the farmer has paid a 
bit on his bill. 

“Tt is difficult to tell exactly what 
our sales costs are,” says LeRoy Buie, 
“as we lump it all in with the rest of 
the business. However, as we make 
around 3 percent profit a year on our 
total business, we figure we are getting 
along. Our finance paper is passed 
must stand be- 


small 
radios 


to the EFHA but we 
hind it. 




























Buie, pére, believes in giving son LeRoy 
plenty of rope to play with. 


The boys get a bonus if they sell a 


washer with a refrigerator. 
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Appliance Store On The Seventh Floor 


An appliance store which operates from an office building is the R. S. Powell 


Appliance Company of Salt Lake City. 


This store maintains a display room on 


the seventh floor, working a staff of salesmen from this headquarters and build- 


ing up sales without the overhead of first floor rent. 


sales manager Jack Hamlin. 


Owner is R. S. Powell, 





Follow The Building 


° 
Permits 
HE builder of a new home 4 
{go il prospect for the major elec- 
trical app Even though the new 
e 
1 enty l 
vhy t 1 9 é 
ex] lling ou 
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re 
mi 
al 
new ) 0 9 
low é ) ) 





It Pays to Buy Locally 


ime. It is true enough that such 
prospects, faced with meeting the ex- 
penses of building, are not usually in 
i position to pay cash for appliances, 
but it is also true that they are usu- 


illy “good pay”. He has found that it 
as much as 


is good business to allow 
three years on the larger appliances. 


limit is 


On washing machines the 
nths, and smaller appliances, 


such as vacuum cleaners, go on the 
larg 1 sunt. He states that in two 
three years time he has not had 
more than two or three reverts of 
jor equipment 


Talk Percent and Not 
Dollars on Trade-in 
Allowances 


P \UL E. FLEMISTER iis sales 
manager of W Pat Cr yw, Inc., at 


\W rth, Texas He has an idea 

ng a ide in old 
~ W i 1 e é 

LV I find bette vou talk to 
that you 





will allow 10 or 5 per cent of the price 





Idea 


he is guing to pay on the old refrig- 
erator. Never say that you will give 
$5 or $10 because then he immediately 
thinks that is trivial money compared 
to what he paid for it years ago and 
when you get on money it is like the 
sight of blood—exciting.” 





Paul Flemister says to talk percent in- 
stead of dollars on trades. 


In appraising their trade-in policies 
Mr. Flemister says it is the policy of 
W. Pat Crow, Inc., to “take each bull 
by the horns.” 

The firms know 


that the best used 


osrureo BY 


SIEFKER HARDWARE 


208 FIRST 57 


Oregon Dealers Stage Show in Utility Office 


was the theme of the spring electrical equipment 


show staged during four days at the end of March by four local dealers of 
Newberg, Oregon, using the offices of the Portland General Electric Company 


as an auditorium 


equipment 
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Each dealer made a comprehensive showing of new electrical 
with an attendant in charge. 


More than 500 persons registered 


refrigerator will not bring more t 
one-third the price of an advertis 
current model. Brands play a gre 
deal in disposing of used merchand 
A known name will bring from $39 
$49 whereas an unknown orphan | 
will only bring $29. The firm’s p 

is to sell a factory-approved rel 

to its trade and it has had very lit 
trouble with service on this basis 


Gifts Make Attractive 
Sideline 


N order to make his shop appe 
more attractive, R. E. Le Roux 
Le Roux Electric Company 
Boise, Idaho, last year added a 

of gift items. These involved colori 
pottery, little animals, book ends, a 
trays, etce.—the sort of thing wh 
could be displayed to advantage 
shelves backing the main applia: 
or could be used to dress up a w 
dow, grouped with the white 

chromium of electric appliances. ! 
clusive and unusual lines were selec 


the 


where possible. Results were hig 
decorative and equally important, 
gift line turned out to be an excell 
money maker also. It greatly increas 
store traffic at all times—particula 
at the Christmas season and in ea 
summer, when graduation preset 
and wedding gifts were in or 
Moreover, the contacts made throu 
purchase of gift items led to 
sales of more important equipme 


KELVINAT OK 


WALKUP APPLIANCE CO 


during the event, to participate in the drawing of door prizes and hot cookie 


and cold "cokes" served as refreshments. 


The four dealers participating wer« 


the Baker Radio and Electric Company, the Siefker Hardware Company, th: 
Modern Appliance Company and Johnny Walkup's Appliance Store. All said the 


event was a great success. 
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Sell Water Heaters 
to Stores 







profitable electric water-heating 





un ae , 
erritories in the country’s hot-water 
) 1 . . ‘ 

- yp is the territory of the Central 
re ae » Cian hon axe 
e Power Company, where utility 
y ‘ st} es ae a 
: sutives with exceptional foresight 

Sis \ 


1 sales effort 12 years ago that 





up astonis] esults 
y early and kept at it, in 


water heater 
il Electric 


mn., when pioneer 


inion of Ray Rich, 


es manager of the Genet 


Bridgeport, ( 


appe [hp er ireeang 

Midian e-arm neaters were in vogue. 

OUX . “19 . . 
George S. Williams, vice president 

Any 


nd general manager of Central Maine 
a , ' 


wer Co., never lost faith in the 





- sibilities of this load, and through 
ds, effort manufacturers began to set 
be by making certain improvements 
ee ‘ooperating in ways which field 
” rience dictated a great market 
4 “as at hand. Nine years ago the 
e tility hired Frank R. Bailey, a native 
*: “Mi Maine and a born salesman wit 

‘hi ny years in the central station busi 
"gees. Now the company’s sales super 

nt Bailey has been described 1S 
kCelmne of the best-informed men on elec- 
crea@iric water heaters in the country 
cuBhortly after joining the company he 
a k a trip through the territory with 
re 

or 

hr 

O 

ipn 
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a manufacturer’s so-called expert, and 


the latter was amazed at the size of 
the homes he saw 
Mainers 
that two or three generations later 
ill the children could come home 
+} 


B Liley explained 
that build large homes so 
with 
ieir families for the 
that it would take 
three electric ; 
heat just one home, and maybe that 
would not be enough 


holidays. The 


expert exclaimed 


two or water heaters to 


pot stoves, or an oil heater in 


vith the electric heater for 


1 for tempering the wate 
> 
B 


that by 


uiley did not agree. He bel 
installing more than one elec 


water heater, being sure to locat 
hem prope rly so that the \ 
earest the points Of greatest use t 
heat losses caused by | mg pipe 
runs, the problem could be solved. 


idea into action he saw 


eaters sold like hot cakes and cus 
yners delighted with results. Sales 


I trained along these lines 
nd for 


nl more than ei 
Maine has been 





3 ‘ 
DUuVIng its electri 
water heaters by the carload 

At Sebasco, Mai ce, 19 


ers were sold in progressive sales to 





the same custome vent into 
ighth use | nloe 
different 
But not 


yuildings 


i clubhouse, four in 
ind six were installed in 
locations in a suninie 
all the 

Bailey’s salesmen went 
cial, small residenti 
and summer resort 


sales were to large 
atter commer 
l, public building, 
and 


nrocnect 
TOs pet ~ 
* t ae 


succeeded in selling pi ibably more di 


heater jobs than 
iny other area. With each sale they 


something When one 


ari: = 
1¢ couldn't sell a 


versified water 


; ‘ a ; 
Saiesman disc vere 


heater to a certain barber shop, nor 
to the proprietor of a soda fountain in 


the same building, he found he could 
sell one to be used by both shops, on : 


share-the-cost basis. This opened the 
Way to a new tvpt ot combined 
prospect 

seauty shops, general stores, meat 
markets, summer cottages 
1] 
il 


, restaurants, 


dentists’ offices all came in compara 


tively easy as salesmen con peted for 


yrders 


new 


types of 





Handy for cleaning the meat block, knives, pans, and display cases is the heater 
the store and butcher shop of W. R. Witham, Skowhegan. 
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Demonstrating At Home 


By combining home, office and display room in one model cottage, branch 
manager Elmer Lee of Gray's River, Wahkiakum County, Wash., Public Utility 
District, manages to have a demonstration kitchen always ready to convince 
customers—and a wife at hand to do the demonstrating. The front of the bunga- 
low is office and display room, while the Lees live in the rear. 








Letter to Old Customers 
Brings Prospect List 
ATISFIED customers are a pro- 
lific r i 


pects, as every 


source Of tips on new pros- 
salesman has learned 
from experience. The men get around 
irom time to time to 
, ; 


leads, but it is possible that they fail 


to make these calls at the psycholog 


pick up these 


ical moment. How many such pos- 
sible sales are lost because they were 
not asked for, or were not asked for 
at the time? J. E. 
manager, of the large appliance de- 
partment of Roebuck in Salt 
Lake City determined to find out— 
ind in April of 1940 he sent out 
letters to the owners of electric re- 
asking for suggestions. 


The customer 


proper Gillespie 


Sears 


frigerators, 


$2.50 if 


Was promised 
sold rhe 
immediate He 
three hundred names, 


the prospect was returns 


were received over 


to whom event- 









ually 113 electric refrigerators were 
sold, a than 
three. 
were thanked at once for their interest 
and later were informed of the result, 
by a check if the sale 
by a second letter of appreciation if it 
was not, telling of the effort 
and its result. So successful was the 
promotion that this year, Mr. Gillespix 


record of better one in 


1 


Customers who responded 


was made, and 


store’s 


followed it up by a second broadsick 
This time he asked for the names of 


three prospects, offering the choi 
of a cocktail set, an electric mixer 0 


an American cookbook in case a sal 
was 
It was felt that the 
appeal to 


made to any me of the three 
merchandise would 
customers than the 


more 


cash, many women who would 
care to give their friends’ names 
return for money feeling that it 
quite all right to accept a premiu 


It was also possible to give a lar 
retail value to the customer at a less 


1 


cost to the store 
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The Social Side of 
Selling the South 


Women must be taught that washers lengthen life of 
















clothes; negroes must be taught to operate machines. 





Mrs. Charles J. Byrne, Natchez, mistress 


of "Cherokee" and former president of 
the Garden Club 


Because laundry work is so often done out of doors, or in sketchy, open air surroundings, wash manufac- 
7 turers today could make much more of a selling point of their new, weatherproof finishes in the South. 


ra mm p t sand vire 


nd the Sout 


ink > 


» national average. For 


Washers In Use Per 100 Wired Homes 


South Carolina 175 
Florida 245 
Georgia 218 
North Carolina 299 
Arkansas 374 
Alabama 266 
Mississippi 130 
Tennessee 559 
Louisiana 468 
National average 6ll 
. , 

In yngly 

r ie S ind where 

, v the yper in 

vi 18 





Negro help is here to stay. If educates 
to use appliances, southerners will buy 
them to use. Already schools in Alex 
andria, La., and Dallas (Southern News 
paper Features) are operating 


Southern women are profoundly influ 
enced by what they see in natione 
magazines. The trouble is, the offerings 
are not always suited to their envirot 
ment. 
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ARE YOU GETTING IN ON THE 


EASY MONEY? . - 


Talk about pennies from heaven! Listen to this. A 
couple of years ago, when the washer business was 
in a profit drought, Easy introduced a novel “‘step- 
up” program. Concentrating on our better models, 
we began educating your customers in their advan- 
tages, helping you sell them. So well did plans click 
that in 1941 we switched nearly all our advertising 
and promotion to your greatest profit producer, the 
Easy Spindrier! 


What happened? When the defense boom hit its 
stride, the Easy dealer was sitting pretty to cash in. 
With consumer enthusiasm for the Easy Spindrier 
already running high, alert dealers found they could 
sell Spindriers at $100 to $160 as easily as they had 
sold $50 “specials” a few months back, thus mak- 
ing up to $30 more on every sale! National ads like 
these have helped step up Easy Spindrier sales 225% 
this year to an all-time high. And that’s just the 
beginning. To help you maintain profits despite 
limits on production, we're going to promote the 
Spindrier in months to come more aggressively 
than ever. 


If you, too, can use a little “easy money,” better tie 
in with Easy’s Spindrier program now. Easy Wash- 
ing Machine Corporation, Syracuse, N. Y. 


SPINDRIER 










AMERICA’S FASTEST SELLING PREMIUM WASHER 
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zances in the 
BASEMENT 


Miller & Rhoads in Baltimore cut selling costs from 











16 to 6 per cent by shifting their department 











C. J. Arnold, in charge of the appliance department at Miller & Rhoads depart- 
ment store in Baltimore, has a $260,000-a-year business tucked in the basement 
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vasher you had to go to the out in the open where sales can be closed quickly and effectively. 
( fl H k 16 to 2 
Y “ k 4 n le 1 
it I ) in ep less and the 
i sts l I 0 
No ( en 
b i i 
Pp vy ) nanay 
\ Ari | 1 
a 2£760).000 ' P y 
r 
tr i } ‘ c? 
traff | \\ you | f 
lk g Z ) w \ 
i \ C ve | I ‘ tld b t 
i oO But t le ive yppe 1! 
U1 1e ( iT pe ilty sé Fe 
lav g vut: ce y 
ill ti g \I Arnold 
| epart 
é etul ‘ 
“ represents them t in have your big staff of outside wr mind about appliances. Not | 
u Phe ! terested i1 salesmen. We have only one man here any woman, though, and that’s wht 
ly closing a in do untold selling home laundry equipment (AB( the rub comes—the good ones are 
to the store if he in any way exclusive )—W. R. Bannan and he is hard to find. A young girl has! Cc } 
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ther departments expect that sam three other men and two women sell in before getting married. Mart De: 
istomer to be giving them some busi ing appliances and they accounted women, on the other hand, can’t 2.™ 
to time. Inthe second tor about 400 refrigerators last year the time away from their hon te 
i ervativ ve g Frigidaire) and will probably sell their children to qualify in 3. R 
1a good | itor 1 ( tore wil lose to 750 this year Che two sales position The ideal sales wo i re 
sult in a steady strea i prospects women, Mrs. Lucille Campbell and me who has been married and 5 
vho need only expert, judicious har Mrs. Burrow were chiefly responsibl widowed or divorced and is ge 4. 
ling to turn the into customers for the sale of nearly $70,000 worth interested in her work and * 
Follow-up of a hot prospect outside f small appliances a year.” the requisite background to b 5. U 
rt rule mut, of course \nd that brings up another Arnold to talk intelligently about appli g 
But, in the main, the store’s books slant Well, maybe sO But you 6 Ss 
| reveal thousand uunts wh “One good sales woman is worth find many women sales peo} -@ 
uught at one time mother two men, in my estimation,” he said. dealer’s stores $I 
id will be around to buy agai It is only natural that a woman The Arnold method is paying 7.E 
W. R. Bannan handles all the Miller & “Give me one man who knows his should instinctively know the answers Miller & Rhoads. He is a your ° d 
Rhoads washer business (ABC exclusive) uusiness,” says Mr. Arnold, ‘and you to the questions a housewife has in worth watching 
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S$ of Universal Coffee Makers 
made and sold.. and now.. 





















UNIVERSAL 
\CORFEEM ATIC 


Cup After Cup Automatically To Your Taste 








The UNIVERSAL Coffeematic combines 
all the automatic features for the ‘’per- 


7-CUP CAPACITY 


‘Q95 


RETAIL 


fect’’ cup of coffee, plus beauty, plus 
durability. Yet, it is priced low for big 
profits and fast turnover. 


Outstanding exclusive feature is 
the Multi-Strength Control 
which makes possible the 
exact brewing of cup after 
cup automatically to suit 
the taste. 











NATIONAL ADVERTISING 


UNIVERSAL is telling the value story of the Coffee- 
matic to millions of housewives through popular 
national publications in the next few months. Plan 
now to make this advertising promotion work for 
you. Order your stock of Coffeematics today. 
















Coffeematic Sales Features 


Freedom from bow! breakage—easy to clean. 
. Multi-Strength Control—automatically brews coffee 
to your taste—mild, strong, or in-between. 


1. 
2 
3. Redi-lite — flashes on automatically when coffee is 
ready. 

4 


, Stay-Hot Unit — automatically keeps the coffee hot 
until served. 





aw o nis 


Pat WM RLY 
SAL GZ, 


rh 


5, Universal Spreader Plate—distributes water evenly, 
gently spraying the coffee grounds. 


6, Special Filter Basket — with perforations just large 
enough to permit fastest possible water flow yet 
small enough to insure crystal-clear beverage. 


7, Extra Eye Appeal—new smart Coronet pattern with 
distinctive Platina panel—sells on sight. 















New Britain, ‘Conn. 








IN 
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RIDE WITH RITTENHOUSE 
....- AND GO PLACES 


This year, as always, Rittenhouse 
news makes the front pages! Bur this 
year, it 8-column 
headline. Sensational 


rates an 
new ideas in 
. brilliant styling by 
an accepted authority, whose successes 
prove it! the revolutionary new 
Rhythm Master! 
housings of a 
plastic! 


chime design 


rich, luxurious 


unbreakable 


costly 


In three the “Americana 
Series,'" ‘Autograph Series,"’ and the 
‘Master Series,’’ Rittenhouse has com- 


groups, 


bined a breadth of variety in styling 
and a price that 
make the 1942 line easily the most 
outstanding in the history of door 
chimes. And more! The manner in 
which these groups have been sup- 
ported with synchronized selling aids 

presents the smartest merchandising 
opportunity for bigger profits 

Make no commitment in chimes 
until you get the facts about the new 
1942 Rittenhouse line. 


wide selection in 


CALL 


- YOUR WHOLESALER 
° = 
wv OR 


WRITE US TODAY 


THE A. E. RITTENHOUSE CO., INC. 
Dept. EM8 + Honeoye Falls, N. Y. 


streamer 














The beauty of the new Beverly 
at $9.95 is typical of all models 
in the 1942 line, ranging f 
$1.00 to $50.00 





The exclusive Rhythm Master 
the most advanced step 


te timing 





A CHECK LIST OF RITTENHOUSE FEATURES... 





FEATURES 


Ritten- 
house 


What 
other make 





STYLING .. . 6y Russet Wricut, whose know!l- 


edge of what your customers want is proven by 


national sales records 


FEATURE LINE IN 3 MODELS in 


over—quick profits. 


A 4-NOTE CHIME AT $9.95—Values such as 
this are traditional with Rittenhouse, and are y 


exclusive 


THE RITTENHOUSE RHYTHM MASTER— typical l 


of simplified mechanism is this quiet, trouble- 


free timer with only 1 moving part. 


TONE RICHNESS 


dealers ever since it started in 1936 


A NAME MADE VALUABLE by this consistent 


advertising and by 38 years of honorable trade 


practices, and fair dealing to all 


price 
that appeals to “volume market."’ Quick turn- 


. . The incredibly quiet, 
smooth, mechanical operation eliminates distor- 
tion and accentuates natural tone richness 


CONSISTENT NATIONAL ADVERTISING 


has continued to create customers for Rittenhouse 


" ? 


range 


ow 


that ¢ 
‘ ? 
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With this handy installation all connected up to go, 
L. C. Burger can put on a three-ring circus demonstration. 


from Sewing Machines 


to Appliances and 
Back Again 


The Burger Family Are Born Teachers On Household Tasks 


iy the middy blouse era, there used 
,to be an institution known as a 
“taffy pull.” Girls took their bashful 
friends into the kitchen, tied 
uprons on them and clumsily initiated 
them into the steps of measuring sugar, 
cooking and finally pulling 
taffy that would yank out the fillings 
in the teeth of any but the very young. 


boy 


} r 
putter, 


That is what is known as a “process” 
job. 

It is a situation in which you do 
things instead of sitting still and let- 
ting machines do things to you. 

Possibly that is why the Burger 
family has gone places in the little 
town of Wooster, Ohio. (pop. 10,742) 
William Annat department 
store. In the days before their two 
dashing daughters began shooting up 
like beanstalks, or in fact before they 
had even arrived on the scene, Mr. 
and Mrs. Burger sold sewing ma- 
chines. A sewing machine is a device 
which a person uses in making some- 
thing. Making a dress is as much of 
a “process” as pulling taffy or mow- 
ing the lawn. You’ve got to sit beside 
your prospect, guide his or her falter- 
ing footsteps, and then whee with glee 


with the 


when the result comes out in the form 
of a fancy smock. 

The same thing is true with wash- 
ing machines, and that is possibly why 
L. C. Burger, who manages the appli- 
ance department in the basement of 
Annat’s has gone to town with Bendix 
and Easy 

“If a woman comes into this place 


for a package of needles,” he says. 


AUGUST, 


“I'm all ready to drop everything a 
give her a demonstration. I’ve got 
basket of clothes all ready and 
have machines ready to wash clothe 
There is nothing like having a pr 
pective customer fumble with the c 
trols and feel the wet garment himse¢ 
as a means of generating enthusiasm 
Like the smell of biscuits coming 
of a hot oven, the sight of nicé 
washed clothes with little or no effor 
and no water splashed about, 
sight that warms the cockles of t 
hardiest prospect’s heart.” 

Mr. Burger declares that he think 
he has done one-third of the washe 
business in a town of 10,742 popul 








tion, and with seven other deale: 
competing with him. All of whi 
because he loves it and because 


throws the customer and himself i 
a demonstration at the drop of ah 
and drops it himself. 

The Annat store carries in ad 
tion to Bendix, Easy, Kelvinator : 
frigerators, and in the rear end 
the store Mrs. Helen Burger presid¢ 
over the White sewing machine 
partment. Dorothy, one of the 
spring, is a stenographer. 

Wooster claims to be one 
smallest towns in the country t 
an electrical league. With only sev 
members, the league promotes eve! 
thing up to the hilt and keep conte: 
running all the time. The Centra! 0! 
Light & Power Company reports s2 
to its seven members, and somebo 
this fall is going to win a prize 
Wooster’s best salesman. 
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- THEY VOTED FOR 


Survey shows 85% choose 
SUPERFEX HEAT-DIRECTOR . 


If you want to make the most of this year’s huge oil heater market, = Sees Cusers 
. ~ . , e . d $ 
then you need Superfex. For in a recent survey, 85% of the interviewed - Supertex 


prospects chose Superfex Heat-Director! ee ee 
in porcelain enamel. 


« 





Here’s why they want Superfex: 
— it’s the only oil heater that gives radiant, circulating and directed 
heat that really warms the floor 


—it spreads cozy comfort without the added extra cost and operating 
expense of a blower * 


—it burns cheap, high-heat No. 2 fuel oil 





And—Superfex is the only oil heater with shutters that direct heat to 
warm the floor. This shutter feature is patented! For years Perfection 
has made it a focal point of promotion—customers know about it 
and want it. 


More prospects this year — more bankable profit for you! 


There’s greater income for more people this year—income going to 
people who have been putting up with old-fashioned heating methods. 
Now they’re turning to the modern convenience of oil heaters! With the 
Superfex line, you have a model for every need . . . a line that, because MODEL 2205—WNew for MODEL 2201—New for 
of its fine engineering, can make more bankable profit for you... . 1941. Ivanhoe Console 5942. ivenbeo Radiat 
profit not dribbled away in expensive servicing. Heater. New features... new me-Cirevtating Hooter. 
finish ... beautifully styled. Designed for low-price, 


Superfex has the confidence of thousands of users everywhere. It has i deledse tusinees. 


been tried and proved in 11 years’ service—while many other heaters 
have turned out to be “fly-by-nights.” 


So protect your reputation by selling the greatest name in oil-burning x 


: For unusual ‘‘tricky’’ room layouts, where free flow of circu- 
equipment for the home—Perfection. 


lating warm air is interrupted, a 3-speed blower is available. 


SUPERFEX and IVANHOE 


ete aaah ations OIL BURNING HEATERS 


PRODUCTS OF PERFECTION STOVE COMPANY, 7325-B PLATT AVE., CLEVELAND, OHIO 


IN 
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Laeas Built This Business 


| 
SBENERAL 


at 


Warman, 


ELECTRIC 


APPLIANCES 





Reserve models, individual letters to customers, outdoor displays, gift 


premiums for prospects, telephone bill collections and bonuses for ser- 


vice men are methods used by Warman Electric, Vancouver, B. C. 


KIGINAI } i to a larg 
whi t Warman Electri 


iburb of Vancouver, B. ¢ 
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cutout to the rear 


Rece tly the firm stage special 
washing window The theme was 
Our War Against Dreary Wash 


is was shown on the back- 
an exploding 


Days” and th 


t 
ground of shell on a 
Im- 
modern 
lifesize cut- 


of the window. 
mediately beneath this was a 
washing machine with a 
ut of beside it 


t 1s ng 
standing 


an airman 
In the foreground of the window was 
bearing the 


Defense. 


inother card words “For 


Home War is Your 


War” A number of washing machines 


Our 


window 
graphically depicted the development 
which had taken place in the science 
f washing since 1914 until today and 
n the case of washing machines of 
1922 and 1927 


yf various ages in the 


their selling price at 

that time was quoted in contrast with 
the lower price for the much more at- 
ractive and more efficient machine of 
today. In the foreground of this 
window display a battle was in full 
progress with regiments of toy 
soldiers, tanks, machine guns, air- 
lanes, etc., laid out on a flat surface 
vith an encircling band of red, white 
1 blue bunting covering the balance 


he window floor 


Letters to Customers 


Y 


Individual letters to customers are 


used building up continued 
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friendly relations by this store. Son 
weeks after a washer sale is complete 
the firm writes the customer and in. 
quires if the appliance is working sat. 
isfactorily and at the same time offers 
some suggestions in connection wit: 











‘ 
wash-day problems. For examp! wae 
one letter advises the customer th now 
one satisfactory way to remove ten | 
stains was to soak the soiled porti sage 
of the garment in milk. A simil 
letter dealing with  refrigerato: BIGC 
passes along some new frozen desser ; 
recipe which has just been develo; histo 
or revealed in some of the elect: liste 


cooking schools or kitchen resea: 

bureaus. Letters in connection wit 
radios are more difficult but close 

servation of developments in_ the 
radio field will provide opportunities 
For example, the _ recent 
change-over of radio stations wa; 
made the occasion of such a letter 
In this particular instance the fim 
undertook to replace automatic con- 
trols free of charge on radios for cus 
tomers who had purchased their sets 
within the previous six months while 
for other set owners the firm under- 
took to make the changes on the flat 
rate of $1.00. In another case where 
1 Vancouver station sometime ag 
changed its position on the dial and 
as a result reception became blanketed 
by American stations the store decided 
to send out a letter to the set owners 
inquiring if they had any trouble i 
this respect and if so advising ther 
how the matter could be corrected b 
change in the aerial or in certa 
other ways and suggesting that 

serviceman should call and check th 4> 
individual problem. These types 4. 
letters are, in some cases, geared 

produce immediate results for servi 
work but in the main they are de 
signed solely for the promotion 

goodwill and for the keeping of 

name of the store before its custome! 


major 





“7 





Follow-Up Counts 
Mr. Warman believes that it is 1 
the first sale that counts but the 
lowup business. He feels that ever 
$100.00 sale in his store should pr 
duce sales of $300 to $500 in subse ' 
quent business. By this he does no! 


actually mean ultimate repeat bus SV 

ness from the customers but new busi- S\ 

ness secured by the recommendati th 

of the customer or on leads secure 

from patrons of the store. th 
After an appliance has been s le 

representative of the firm calls aroun C 


in a week or two and inquires ho 
is operating. A casual inquiry is 
made as to whether any of the 


7] 
(Please turn ft 
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Fle 11 ON... 


COORING’S GOING ELECTRIC / 


... THAT’S THE THEME OF THE BIGGEST MKB 
RANGE ADVERTISING CAMPAIGN IN HISTORY! 










= INDUSTRY ADVERTISING that heralds ‘‘The Switch is to Switches'’ make greater sales and greater profit right now, because 
th now appears in five national magazines. It sells electric ranges 
ten months out of the year. More than 60,000,000 selling mes- SWITCHOVER MONTH”, the MKB Fall Range Promotion, brings the 


sages reach your customers during 1941. This is the full impact of all this advertising right onto your own sales floor. 
It's a complete campaign — Plan Books, Window Displays, Direct 
sc BIGGEST INDUSTRY NATIONAL ADVERTISING CAMPAIGN in the Mail, Counter Cards, Newspaper Ads, transcribed one minute Radio 


history of electric ranges. It is sponsored by the manufacturers Programs — all tied together and all tied-in with the theme of 







listed below, and it offers you an outstanding opportunity to the national advertising! 














every Sond Kilthen 
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A Sqcomst Surette > Sanle. 
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ECTRIC RANGE 
PROMO >» 





"Ome, 
OF ¢ 
cw ELectarg ban ¢ 


| Gtaréd togEetnk., 
SWITCHOVER MONTH — the industry's newest promotion — and The 
Switch is to Switches — the industry's greatest national advertising 
theme — tie right in with each other like a pair of gears! Be sure 
that you tie in, too! It will mean that you CASH in. Ask your electri¢ 
league, distributor, utility or any of the manufacturers listed below. 
Or write to: 
THE MODERN KITCHEN BUREAU, 420 Lexington Avenue, New York, N. Y. 


DUTCH-OVEN ¢ ESTATE © FRIGIDAIRE © GENERAL ELECTRIC © GIBSON © HOTPOINT © KELVIN- 
ATOR ® MONARCH © NORGE © QUALITY © STEWART-WARNER © UNIVERSAL * WESTINGHOUSE 
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Fred Schoss of the Schoss-Read Electric Co. (directly behind the washer) and some of his present sales staff. 


[7's harder to get SALESMEN 


Now 








- 
Government and defense jobs, the draft and higher 
wages means that the dealer must compete for good 
men, says Fred Schoss of Ogden, Utah. . . . Here is 
his way of meeting the man-power situation 
~— 
Fred Schoss of Schoss-Read Elec- 
tric Co., Ogden, Utah. 
the standpoint of present day hazat 
he belongs in a deferred classificatio' 
when it comes to military service. Fo: 
this reason also, Mr. Schoss is gla 
to have a man who has some 
physical defect, such as poor eyesight 
which is likely to keep him out of t 
draft. From 35 to 50 are the preferr 
ages. 
Want Ads Bring ’Em In 
+ oe 7 F : 
ad As for sources of material, the wa 
- 2 A loud speaker calls the attention of passersby to special attractions within at ads bring in — * them. nace gre 
m p20 to S000 Schoss-Read Electric. Note also the sidewalk displays. ally Mr. Schoss will find a good 
SOUO who has been sidetracked in 
time and sifts over family man: they are apt to resent other line, and who can find a | 
tters which come in resppnse taking advice on household matters Outlet for his energies in the electri 
carefully to find promising candidates from too boyish a salesman. For many field. He is glad to have a man w 
He has pretty definite ideas about what reasons the man with a wife and home used to meeting the public, but 
ts. First of all, he likes men of his own is apt to be the better rule would prefer to have someo! ' 
t t young and he defi worker. He has an added incentive; who has not been selling electri ' 
se who are married he is not so footloose and less apt to equipment directly. He finds it eas! ' 
ifter all, are the be a wanderer; he understands the to train his salesmen from the beg! ; 
st of the appliances, woman’s angle better and can talk ning in the ways of the store if th H 


look and act like a with the weight of experience. From (Please turn to page 34) 
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HERE’S THE 


REMINGTON TRIPLE- 

WEADER. Now smashing 

all sales records for 
REMINGTON DOUBLE- electric shavers! Fa- 
: q ag oy ty mous Remington Dual 
TS ples eimming head 
$12. 1s for sideburns, mus- 

tache, stray hairs on 
eEReren Seek, neck. AC-DC $47.50 
shaver. AC-DC $1575 





tember to Christmas 


49 ADS IN 12 MAGAZINES from Sep 


ions in 4 colors! . 


-color one” Seer 
PLUS extra co- 


_17 half-pages in 
31 —— insert nyt 


2 
2 colors! . - > Double-pag¢: 


fall! ..- 
the —aailitaia support of last fa 


xtra dis- 
per advertising! _ PLUS ¢ 


a 
— newsp 


TODAY ' 
ar po IT 

! _ Ask your distributor 
plays: - 


rs 


6:82 SATURDAY 
EVENIN' | 


7 ae 








=reINESS| 
WEEK : 


ie 





ORESSES — WOLD EVERYTHING — 


REMINGTON 

Three full-length cut- 
ting heads plas a special 
trimming head. Hand- 
some de luxe carrying 
case that contains a 
non-breakable shaving 
mirror. AC-DC. $19.50 


Backed by the biggest national 
advertising campaign ever put 
behind an electric shaver! 


Ww MONEY flying around in all directions, 
this is sure to be the biggest fall season in the 
history of electric shavers. Remington is stepping 
right along to meet it—stepping out with a brand- 
new four-headed shaver that promises to be twice 
the sensation of the famous Dual and Triple-Head— 
stepping up the advertising budget to six times what 
it was last fall. 

Get set now to let Remington’s biggest merchan- 
dising program help you sell Remington’s newest 
line of sales-record-breaking shavers—the greatest 
head-line of all time! Now you can offer customers 
the world’s fastest-shaving electric shavers from as 
little as $12.75— give them the shavers they'll be 
reading and hearing about—and stow away a neat 
profit for yourself! 

Get in touch with your distributor today, or write 
to us for full details about this year’s nation-wide 
merchandising plan. It’s a corker! General Shaver 
Division of Remington Rand Inc., Bridgeport, Conn. 


EMINGTON 29722724" ELECTRIC SHAVER 
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of th of companies, manufacturing and 
distributing gasoline- powered appliances and 
equipment, know that Briggs & Stratton motors 
build and maintain “‘CUSTOMER GOOD WILL.” 
These men approve Briggs & Stratton 
motors, knowing that they make good 
equipment better. They know, too, that 
Briggs & Stratton air-cooled gasoline 
motors assure dependable and econom- 
ical performance — proved on more than 
a million pieces of powered equipment. 
BRIGGS & STRATTON CORP. « Milwaukee, Wis, U.S.A. 
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It’s Harder to Get Salesmen Now 





are not already settled with a tech- 
nique and standardized ideas of their 
own. On the other hand, such a back- 
ground as selling in a grocery store 
would prove excellent. The man would 
be used to meeting the public—and 
would find the greater opportunities 
of the electrical industry an incentive 
for real endeavor. 

Once employed, the man is given a 
definite sales training. A sales meet 
ing of the staff is held for fifteen 
minutes every morning, with a thirty 
minute session once a week. On the 
last of each month, an evening meet- 
ing of the sales force is held from 
7 to 10 p. m. Salesmen take turns at 
these gatherings, illustrating how they 
would demonstrate, close a deal or 
approach a customer. Factory repre- 
sentatives who come to Ogden are 
urged to attend meetings. Wives of 
salesmen are always welcome at meet- 
ings and are definitely included on 
special occasions so that they will feel 
part of the program. A wife who is 
interested can be a prolific source of 
prospects for her husband and _ her 
encouragement and interest in sales 
contests has brought many a man 
up to top ranking. 

Having given a man some training 
and a program, the store gives him 
a definite task to perform. Each sales 
man is provided with a catalog, a 
price schedule and a trade-in schedule, 
so that there can be no misunderstand 
ing of the firm’s policies. The sales 
men are not required to stick abso- 
lutely to the trade-in schedule, but if 
any man allows more, he is charged 
back for the amount over the schedule 
he emphasis is always on field work, 
Mr. Schoss figuring that 60 per cent 
of the sales come from work in the 
customer’s home. Every man, however, 
has his time on the floor. Usually it is 
required for him to call from 10 to 
20 customers by telephone while he 
is in the store. This, plus the leads 
which develop from floor traffic, give 
him a good start toward his next 


CONTINUED FROM PRECEDING PAGE 





period in the field. A weekly qu:t 
set for every man, and contests 
prize money for outstanding 1 

is always under way. A daily 

is submitted by every man and 
parative records are posted so that 
incentive of competition is a 
operating. With the salesman’s | 
this report carries a list of the 
pects names and addresses, togeth 
with « statement of action taken 
salesmen notes the articles worke:l 0 
whether demonstrated or not, with 
estimate as to when it is expected ¢! 
purchase will be made. Notation 
made of whether or not a trade-in 
involved and whether the prospect w: 
developed from a former custonx 
lead, a store call, or an outside con 
tact made through canvassing. Sale 
for the day are entered and activity 
for the day explained. The salesmar 
notes where he worked, new calls 
made, follow-ups. A record is als 
made of the merchandise which 
charged to him or is out on demo 
stration, 

These reports are transferred in the 
iffice to a master sheet, and closel 
followed up by the manager. Espe- 
cial attention is paid to call-backs or 
old prospects whose purchase is not 
yet made. Every six months, the e1 
tire list of these hanging sales 
checked—and if a special induceme: 
can be offered this is used to reope: 
the sale. 


Store Sticks to Quality Lines 


rhe store further gives its men su 
port by carrying quality merchandis 
and by carrying the same lines with- 
out change from year to year. Mos 
of the eight lines which are carrie 
have been sold by Schoss over 
period of years, so that good will built 
up among satisfied owners can really 
be applied to future sales. 

Moreover, Mr. Schoss is an ex 
cellent showman and he knows how t 
keep his firm in the minds of ! 








SCHOSS-READ ELECTRIC COMPANY 
NEW COMMISSION SCHEDULE FOR FULL TIME SALESMEN 
AS PER CONTRACT AGREEMENT 
THIS SCHEDULE IS EFFECTIVE FEB. |, 1940 
SALARY AND COMMISSION AS FOLLOWS 


Sales Set-up on Sales 
$ 250.00 $ 25.00 
500.00 35.00 
750.00 50.00 
1000.00 65.00 
1250.00 75.00 
1500.00 85.00 
1750.00 95.00 
2000.00 100.00 
2500.00 110.00 
3000.00 120.00 
3500.00 125.00 
4000.00 135.00 
4500.00 140.00 
5000.00 150.00 


Per Cent on Sales 
Less Trade-in Total Earnings 
a * $ 32.50 
5 60.00 
51/,%, 91.25 
é. % 125.00 
62% 156.25 
, 190.00 


To 
mg me 
, 
“¢ 0 
"/n%, 457.50 
10% 535.00 


10Y/2% 
1% 


617.50 
700.00 


: EXTRA SPECIAL YEARLY BONUS 
If the sales figure is over on any of the above amounts, and not up to the next figure, then 
salary figure used will be on the next lowest sales amount, and the percent will be figured on t 


next highest’sales amount. 


This plan is based upon regular prices furnished to salesmen or as per price tag on merchand 
Commission and set-up will be paid twice monthly, on the first and fifteenth of each mon’ 
Closing of sales for the month, midnight of the last day in each month, 


$1,000 per month—if $12,000.00 made during calendar year '/2% bonus on sales—$ 60.06 
$1,500 per month—if $18,000.00 made during calendar year 34% bonus on sales—$1 35.0 
$2,000 per month—if $24,000.00 made during calendar year 1%, bonus on sales—$240.0! 


If salesmen leave sales force before the close of any calendar year, the special bonus plan is vo 
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sold, 
tome 
store 
has 
fati 





There is always a circus in 
own. so to speak. When a 
‘ appliances arrives, it may be 


- l 





carload 





through town with a proces- 

¥ a to music. His delivery trucks 
“ae nd salesmen’s cars are plainly marked 
: nA he firm name. He has a trailer 
‘ly r country district use, which is a 
ond ng store in itself with remov- 
=" ides and adjustable steps which 
Se lls the “traveling billboard” be- 
oe us of the effective advertising mat- 
the er carried. It also carries a very 

lete assortment of electrical appli- 

sea net which are sold in number in 
settle ural territory not usually reached by 
= te stores. The firm does consist- 
pected newspaper advertising, uses the 
otati and makes use of billboards and 
ail id signs. There is always some 
ae, erchandise displayed in action in 

eal ; ront of the store and a loudspeaker, 
ss vhich makes pertinent announcements 


tside cor , 
; people pass by, helps to bring 
yple into the Occasionally 


, small advertising gift is offered to 





store. 


Beucge: en who call into the store to 
‘e 1 btain it. Recently, Mr. Schoss has 
whic doing considerable advertising of 
my mplete kitchens—giving his sales- 

en the necessary support and incen- 
red inl ve to go after this lucrative business. 
ait le [he store is divided into four de- 
» in artments, with a man in charge of 
re : ich, an arrangement which insures 
eee ffort being placed on all appliances 
a ed ul times of the year. While the 


1. en thus specialize on certain appli- 
nees, they nevertheless cooperate with 
ther departments. 


Service Important 


The service department is an im- 









nen ’ : 
ay eae rtant adjunct to the store’s selling 
; “s tivities. It employs three men, one 
en 2 Mo f whom has been with firm for thir- 
oe years. Not only does this depart- 
' nase ent stand back of all equipment 
will beh Id, but it brings in many new cus- 
as » fm comers who are first attracted to the 
“an Fea"'y @ store by bringing in appliances pur- 
hased elsewhere for repair, this asso- 
hy 8 » ation later leading to other sales. 
al handling trade-ins, Mr. Schoss 
equires that they shall all pass 
ugh the hands of the service de- 
———— irtment before being resold This 
gives the buyer a sense of security 
nd helps to maintain the reputation 
fthe store. In the long run the store 
ible to break a little better than 

1 on its second hand department 
—— Of especial importance is the com 
2:50 ition of salesmen, says Mr. 
90.00 ‘choss. He believes that a man 
1.25 iould reap full reward for his’ en- 
a vors—in fact, he believes that the 
0.00 1 who puts in extra effort and does 
6.25 especially good job of selling 
0.00 ild be rewarded on a higher basis 
4 the salesman who just meets 
7.50 uota. His men are therefore re- 
5.00 led on an ascending scale. In- 
7.50 tead of dropping the percentage of 
0.00 nissions as sales go up, these 
increased and salary also goes 
Fy ope The accompanying table shows 
ust how this works. The salesman 
ogee ho makes $5,000 in sales in a month 
earn as much as $700, only $150 
3. vhich is salary, the remainder 
$240.0 x figured as an 11 per cent 
an is vod ission. If he sold $1,000 worth 
erchandise, his salary would be 

IDISING 
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$65 and his commissions 6 per cent, 
bringing the total to $125. The per- 
centage on i trade-in,” 
which in itself discourages the sales- 
men from making too liberal an allow- 
ance. The whole is supplemented at 
the end of the bonus 
payment, 


sales is “less 


year by a 


Each Salesman Bonded 


Another provision of the salesmen’s 
contract calls for a $1,000 fidelity 
bond and a revert fund of $100 per 
salesman. This fund is set up for 
each man from money due in deferred 
payments on tine accounts at the rate 
of 2 per cent until the $100 fund is 
complete. When an appliance is re- 
possessed, there is no charge against 
this fund, if 30 per cent of the pay- 
ments have been made. When 20 
per cent has been paid, one fourth of 
the percentage is charged back against 
the fund; when only fifteen per cent 
has been paid, the charge is one half, 
when only ten per cent, the sales- 
man pays the full percentage. 

These factors operate to check the 
salesmen’s enthusiasm for poor risks; 
that they do not interfere with his 
earning power is shown by the net 
salaries earned. 

Mr. is going to meet the 
salesman the next 
months by endeavoring to keep the 
men he has; by trying to get new ones 
who will be in a deferred classification 
so far as the draft is concerned, by 
keeping the men alert and _ satisfied 
after they are in his employ, with a 
real incentive for work. He will give 
them the support of an aggressive 
program, with adequate advertising, 
the stimulus of sales meetings and 
contests; the rewards of increasing 
commissions and salary. He will try 
to get their wives interested so that 
they will work them. He will keep 
a daily check on results and modify 
his program or bring pressure to bear 
when results show that it is neces- 
sary. With all of this, he expects 
the problem to be a stiff one—and he 
is looking for help. This is a time, 
he believes, when the manufacturer 
and the power company can be of 
real service in helping to locate sales- 
men and to train them for the dealers. 


Schoss 


problem of few 


/ 











"| HAVEN'T TIME FOR A DEMONSTRATION 
NOW. CAN'T YOU SEE I'M CLEANING HOUSE?’ 


1941 
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In 1939 the Portable IRONETTE 
proved a sensational stimulus to 
ironer sales. 


In 1940 the IRONETTE and TABLE 
ensemble proved to be an even 
greater stimulus. 1940 Portable 
Ironer sales went up 137%. Sales 
the first six months this year are 
up 259%!! 

And now ... to capitalize on this 
popular trend . . . SIMPLEX an- 
nounces a combination Ironette 
and Table built as an integral unit. 


The New SIMPLEX SPACE-SAVER! 
It is truly a space saver—yet per- 
forms all the essential functions of 
a full-size ironer. 

Every electrical appliance buyer 
who has had an opportunity to see 
a sample model PLACED AN 
INITIAL ORDER ON SIGHT. 

It's the scoop of the year in the 
ironer industry. 

Write or wire for further details. 


by 





iiek keke de 


TWO MODELS 


$-413 without cabinet 
$-413-C with cabinet 


Cabinet has genuine 
"MASONITE" Top, Scratch- 
proof, stainproof, burn- 
proof, non-destructible. 

o 


Thermostat Heat Control. 
. 
Knee “PRESS” Control 
J 


Free-turning, 22" roll. 
Rotates either way when 
idle. 


* 
Both ends open. 


Pilot Light. 
e 


Locking Device 
on front casters. 
— 


Takes up little space. Ideal 
for the modern home and 
apartment. 


AMERICAN IRONING MACHINE CO. 


Algonquin, Illinois 


IMPLEX [RONER 


THE BEST IRONER 
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— 
ADD TO YOUR PROFITS this year by , 

featuring these fast-selling Arvin Circulating Heaters 
Dealers sold more Arvins last year than ever before— 
and this year, sales are going up to another new high. 
Because the market is bigger and more receptive. More 
people appreciate the need for an Arvin—and more are 
able to buy. So don’t miss this opportunity for extra 
profit. Order your initial stock from an Arvin jobber 


now—and cash in on the early sales. 





NOBLITT-SPARKS INDUSTRIES, INC., COLUMBUS, INDIANA 


MECHANICAL SPECIFICATIONS OF HEATERS 


Operate on AC only, 50 to 
60 cycles, 110 to 125 volts. 


Heating Element, nichrome 


Motor, induction type does 
not interfere with radio. 


Fan, 2-blade propeller type. 


Approved by Un- 
derwriters’ Laboro- 


tories and Good 
Housekeeping 
with rubber feet. Institute 


helical coil with moulded Housing, heavy gauge steel 
porcelain supports. 


Deluxe Model 201A above. Ivory enamel fin- 
Ish, maroon trim. Chrome grille. Toe 
switch and glow light. 12” tall. List. . . $9.95 
Model 201, same design and size with 
tan finish, brown trim. List $8.95 
Standard Model 101 at left. Smaller size, 6 95 
10” tall. Two-tone green enamel. List. . "Os 
ARVIN CONSUMER ADVERTISING in all the 
leading national magazines shown above 
help you sell. Other effective sales helps 
iven free to Arvin dealers include: 
Zounter-window a card, omy | 
printed in colors, anc prospect-selling fold- ~ 
ers to hand out or mail with statements. : i Warne AS ting | 
° ° . - from floor, heating 
Ask your Arvin jobber for this free ma- emp 
terial that links you up with the millions Cireulates — 
of Arvin consumer messages in the na- tributing principle: 
tional magazines. Portable—plugs in ony 
Safe with children. 





i i d alr 
—drawing in col 
Compiorety ccn-forcing it into room. 


loying efficient fan-dis- 


110 AC, 60 cycle outlet. 
(List Prices 55 Higher Denver and West —Also in Extreme South) 








ESSENTIAL FOR 
BATHROOMS 


AND MANY OTHER 
PLACES 


Consumer Advertising 
features Arvin as essential 
equipment for bathrooms— 
for bathing, shaving and 
dressing. It's sold for many 
other uses, too. 

Thousands Sold every year 
for trailers, camp cottages, 
small offices, ticket booths 
and many other places. 
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OWN in New Orleans, Louis 

F. Wilken left a_ perfectly 
good job with a distributor 

go into business for himself. ‘Look 
said to himself, 
You’re not getting any younger and 
uu want your stake while 
the going And this 
undry business looks like a good 








ere, old boy,” he 





to drive 
is good. home 
pringboard. 
So Louis picked a store near a 
restaurant that makes perfectly swell 
French doughnuts and opened his 
loors for customers 

“I was originally in the radio busi- 
New for 12 
“It is my estimation I have 
me 5,000 contacts with folks in New 
Irleans. So when I opened up my 
isiness at 1822 North Broad Street, 


ess in Orleans years,” 


€ says. 





h is on the north side of New 
rleans (we think) I didn’t sneeze 
service calls. Don’t misunderstand 

Service was the opener. When 
person called up and asked for some, 

plied, ‘We have no service depart 

but I will be glad to call per 
lly and give service.’ Chat 
kissed me into the picture 


Mr. Wilken knew that 95 per cent 
i his potential customers had fami 
es. He happened to be a family man 
imself, and the policy of carrying 
ind pictures of the kiddies did 
no end of good. Once ensconced 
n a customer’s home he set out to 
sell them something—Bendix. He 
elieves that ordinary salesmen don’t 
sell Bendix for these reasons: 1. 
t's a washer (and nine out of ter 
ould rather plug a refrigerator). 2. 
don’t go into it because they 


—J 





Some 95 per cent of his customers have families, 
laundry problem on their hands. 
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letting eye appeal do 
them. 3. Washing 
is a process that is disagreeable and 
It is hard work. 

The key to a lot of hearts is the 
fact that people like things made easy 
for them. Mr. Wilken always gets a 
rise when he proves that his boy of 4 
has done the Wilken laundry without 


ire too used to 
the selling for 


a necessity. 


assistance. 

“I remember an old retired couple 
I called on,” he relates. “They had 
a few dollars in the bank and 
taking it called me up 
m a service call for a 12-year old 
washer, they were in 
with. I praised it and told them it 
would cost from $12 to $25 to repair 
the machine. 


were 


easy. They 


which love 


They didn’t know what 


to do and said they would call me 
back in a few days. I turned to the 
husband. You're mechanically 
minded’ I said. ‘You want to make 


Why don’t 


you take a look at what I have in my 


things easy for yourself. 


own home?” The net of the affair 
was I took these old folks over to my 
place and by demonstrating the Ben 
dix in our own laundry I sold them 
something they never dreamed of.” 


Housewives in New Orleans oper- 
ate the Bendix machine themselves 
They let the negro maid hang the 
wash out on the line. The staple objec- 
tion encountered by Mr. Wilken is, 
“Why should I buy an expensive ma- 
chine for a laundress to run?” 

“The answer is, your colored maid 
doesn’t even touch it because it is 
completely automatic.” 

In closing Mr. Wilken gets the 


order quick, as he says. If the cus- 





obber’s Salesman surns Retailer 


to push Home Laundries 





Louis F. Wilken puts into practice 


tricks he learned from the sideline 


“What do you think of a washer that my 
boy of four, Robert, can operate?" asks 
Louis F. Wilken. 


hesitates he back to the 
bird dog—he has 15 to whom he pays 
$5 a piece for leads—and explains the 
objection and gets the bird dog’s help 
in ironing out the difficulty. 

Some 75 per cent of the Bendix ma- 
chines are sold on terms and to people 
with families. It is the family 
buys the Packard who want a washe1 
in equal class, he says. Mr. Wilken 
considers his best prospect is the small 
home and family with an income of 
$1,500 to $3,000. Next 
home with full or part-time servant. 
After the deal is paid out he has an 
ingenious means of call-back. He pre 
sents his customers with a gold bond 
certificate. These certificates state that 
Wilken Radio & Appliances Inc., has 
had dealings with this customer and 
testify to his honesty 
It invites the customer to open a new 
account. New Orleans people welcome 
their 
integrity and them 
with them when they go shopping. 

When Louis Wilken opened his 
store he put a platform and lights out 
in front. Tickets were distributed to 
the butcher, baker and _ candlestick 
maker around the neighborhood, all 
of whom he found glad to cooperate 


tomer goes 


who 


best is the 


ind good credit. 


such certificates as a mark of 


frequently carry 





He got acquainted quickly and easily 
this way, by means of the tickets 
dropped in the barrel in front of his 
store. 

A display was put on in a theater, 
wrapped in cellophane which cost him 


$60 for two weeks, and was well 
worth the money. 
In his advertising Wilken feels 


that flyers pull the best. However, he 
makes it a practice to put out only 500 
a day instead of 5,000. Elaborate pro- 
motions are not followed through by 
small dealers he says, because they 
are too complicated. At the time of 
the interview he had 100 sets of a 
follow-through scheme in the back- 
room but let them lie because 
he was busy. He feels that the distrib- 


there 


utors salesmen should follow more 
closely small dealers promotional 
work, 


“TI like simple promotions,” he said, 
“Like that barrel for tickets that | 
was telling you about. Those 20,000 
tickets were distributed by merchants 
and got action for me with almost no 
handling.” 

The store has a pay station for elec- 
tric bills and Wilkens follows the birth 
records and calls back on them six or 
eight months after the child is 
The baby business sells washers, but 
calls should not be paid until after the 
baby has become large enough to im 


born. 


1 


press his needs on the family 

Louis Wilken is an sales 
man. When he makes 
a point of calling back on some friends 


outside 


feels low, he 


He feels that a good friendly call will 
pep him up and relieve the tension. 
When he leaves the house it makes 
him remember that he did a good 
job one time. When off his feed he 
will quit selling, play golf, bowl or 
eat a good meal, anything to get back 
in form. 

The store carries Philco radios 
Norge refriger itors ind «tw ther 
makes of washers, but Louis Wilken 


put in a lot of time on the Bendix. He 


always has one in the window ever 
since an old lady stopped him and said, 
“For goodness sake, what kind of a 
contraption is that?” 
“How are you, wher 
replied Mr. Wilken and forth 
proceeded to sell her a Bend 


i 
window with- 


have you 
been ?” 
with x 
washer right out of the 

out a demonstration 






S OTHE LADY BAKED 


. . .smack on the assembly line! 









































THIS 1S HOW IT ALL HAPPENED: 
One day the head of our Quality Control Laboratory 
pulled a range out of the shipping room—like he does 4 
times every day—and gave it the works. Something 
about the door didn’t quite please him—although to the 
inexperienced eye that range looked just like the hundreds 
of others coming down the assembly line. 


Right off the bat things started happening. Every range 




















of that model in the plant was held up, till he could find 
out what was wrong. 

One of the Home Economics girls came flying over, armed 
with all the things it takes to make a cake. It wasn’t one 
cake, but five, she baked right there on the line!—in five 
different ranges, picked at random. They wanted to find 
out: was it just that one individual range that was faulty, 


or had a slip-up developed along the production line? 


Copyright 1941, Westinghouss 


Westinghouse 
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5 CAKES... 


When the baking was all over, seems the door was out 
of plumb twenty-five thousandths of an inch. But on that 
one range only. The others were perfect. 

Whipping up an angel cake on the production line is 
all in the day’s work here in Mansfield. It’s apt to happen 
any time. It’s part of our exacting Quality Control pro- 


gram. 228 highly trained engineers and experts spend their 





entire time looking for trouble—in raw materials, in test 
models, in the day by day runs that are going through the 
. plant. 3,000 precision instruments, valued at a third of a 


million dollars, are used in making those important tests. 


y More than 6,000 individual checks and tests are made on 
the parts of electric ranges, alone. Which gives you an 
} idea of the thoroughness of our quality control. 


It isn’t just luck that accounts for the ever-increasing 
popularity of Westinghouse Appliances. It boils down to 


inspired designing, sound engineering and Quality Con- 


a 


trol—which is the never-ending watchfulness that makes 


es 


sure that every Westinghouse Appliance is exactly as it 
[ should be when it arrives at the woman’s home and 
goes to work. 

Regardless of defense restrictions, Westinghouse Quality 
Control and Creative Engineering will go on—improving 
present products, exploring, and preparing for the needs 
of the future. In fact, right now, our research people are 
hard at work developing new appliances to make tomor- 
row’s housework easier. 

When the brakes are off again, Westinghouse will be 
ready. And so will those dealers who continue to identify 


themselves with Westinghouse products. 


For complete information on the Westinghouse 
Leisure Line of Electric Home Appliances, write 
Dept. 1123, Westinghouse Electric & Manufacturing 
Company, Mansfield, Ohio. 


c Mfg. Co. 


The tele Vk 


ELECTRIC HOME APPLIANCES 
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@ Every mother appreciates the way BROILKING simplifies the 









for school children. 























TOP—For 23 years, man and boy, George F. Gaertner has been an electrice) Biijo,) 
BROILKING “Aristocrat”, for example, is a versatile little table dealer in St. Louis. BOTTOM—At this neighborhood address on Grand Avenue &.... , 
, ; . he finds hi t f le who like ¢ i trust | 
stove of exceptional roominess ... cooks without smoke or smell e finds his customers come from people who like to deal with people they tru get 
.has the exclusive “circulator hood” to prevent steam from un 
i yar 
“stewing meat. om 
Promote BROILKING for quick, hot lunches...for extra sales OT so many moons ago at a_ them, compared to furniture. H ‘Ac 
this fall. Write our Advertising Department for ideas. distributor convention a man-_ ever, it does carry appliances but Godge 
— ufacturer’s man got a great does so only to hold accounts w! sire 
Models listing from $6.75 to $13.95 laugh by declaring that, “A dealer is demand them. As a result your typ Mace t 
just as loyal as a barnyard rooster.” cal furniture house will sell low p! be 
Up at 3521 N. Grand Ave. in St items. This doesn’t do the distr let 

end for the BROILKING PROFIT STORY Louis the other day, George F. Gaert- or the manufacturer any good. } | 

ner who has been an electrical dealer when it sells appliances without a nd 

for a considerable chunk of his 23  rying charge, it is putting an ow! Ite 
INTERNATIONAL APPLIANCE CORPORATION years in business let down his hair like the Gaertner Electric Company "9nd | 
1033 Metropolitan Avenue, Brooklyn, N. Y. and told ELectricAL MERCHANDISING the middle. Manufacturers and nkn 
why he didn’t feel that there was any tributors expect electrical dealers “Tr 


justification in the barnyard rooster us to promote their high price s 
being so ng cialties, to do the pioneering. | 
| “Take for example the situation of | we see the manufacturers hand ove! 

electrical pee in contrast to furni- lot of advertising money to furnit 

ture houses,” he said, “A furniture stores which is used to su 


house frankly doesn’t like to sell ap ground right out from under us ng t 
pliances. There is not enough mark- “Not long ago,” says Mr. Ga nyb 
AMERICA’S FINEST ELECTRIC table BROILER | up on them to make it interesting for “I overheard the manufacturer ~1v!“@§Barr 
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en wno were discussing a no- 


u each had a gyp outfit like 


| 
chlog house’ account, ‘Il wish | 
his list.’ 


borax house may be giving 





LJ 


iufacturer quite an order for 
st price models. But does that | 





turer realize the retailer is do- 

darndness to scalp his good | 

d sell as little of his products 
possible? It may seem funny, but 
re are plenty of stores that sell 
thing they advertise, switch pros- | 


’ ts to private brand goods, and | 
e r rely use the manufacturer’s name 
something to get them in the doors. 
fail to see why that manufacturer 
esn’t plug along with the electrical 
alers who are actually promoting | 
Tells ; brand and not working against it.” | 

































\nother beef of Mr. Gaertner deals 
th washers. He recalls the fact that 
washer line he carried not so long 
) opened an account with a chain 
rranization. The result was. that 
ertner’s sales on this particular 
asher and the sales of all the dealers 
knew personally went down. All 
manufacturer accomplished was to 
nt all of his eggs in one basket and 
the loyalty of his dealers. 

The Gaertner Electric Company 
tries both electric and gas ranges 
at is a common situation in St. 
ois, Mr. Gaertner explained. “I get 
30 percent mark-up on electric 
nges. I know it costs me 30 percent 
do business. If I take a trade, that 
aves me with a junker to boot, to get 
d of, and it comes out of my profit. 
rankly, I find it much easier to sell a 
range with a mark-up that pro- 
les for such a trade.” There is the 
ation in a nut-shell, he says. 
Gaertner carries Kelvinator and Hot- 
pint refrigerators, ‘Thor, Easy and 
ackstone automatic washers, Hoover 
built vacuum cleaners and Hotpoint 
d Magic Chef ranges. 

“A dealer today, like myself, de- 
ds almost entirely on his follow- 
mw,” he says. “It doesn’t do us any 
bod when some manufacturer gives 
is advertising money to a chain or 
partment store to run over their 
bgotype. If advertising is to be done, 
should be over the manufacturer’s 


alers 


ithful 


ame, with the names of the dealers 
nd distributors carrying the line in- 
uded. I know it costs the manufac- 
irer the national rate, but if he wants 
get distribution, he should not go 
round kidding dealers that the blank 
lepartment store ad is going to boost 


n electrica 
ind Avenue 
» they trust 


eir business. 
ture. H ‘Acquaintanceship, old _ friends, 
inces but lge memberships and the natural 
yunts W sire of the human animal to deal 
t your ft) e to face with a guy who is going 
Il low pr be responsible is what keeps us 
> distribu! Healers going,” Mr. Gaertner says. “I 
good. | el that most dealers are plugging 
thout a nd selling the product that they pro- 
ig an oul te, and not nailing it to the floor 
Company "nd trying to switch prospects to an 
rs and ¢'inknown item. 
dealers “It's a curious thing today,” he con- 
| price *)'Hluded, “that the power of retail ad- 











ring. } ttising is being used to get cus 
hand ; in the store. Houses exist that 
to fur thing they advertise. I wonder 
» su it all isn’t going to end up by kill- 
ler us ng the power of advertising to attract 
r. Ga nybody? On the other hand, perhaps 
urer Jarnum was right.” 

NDISING 





Sunlight Dependability Helps Sell Washers 















“"| LIKE ALL THE NEW 
FEATURES ON THIS WASHER. 
HOW ABOUT THE MOTOR... 
is IT DEPENDABLE TOO?” 


“YOU CAN ALWAYS DEPEND 
ON A SUNLIGHT MOTOR. 
IT WILL GIVE YOU LONGER, 
TROUBLE-FREE SERVICE-AND 
1 CAN TELL YOU WHY... 


“The Sunlight motor is more rugged—built to take big-family washings in 

stride, with never a whimper. For example, the rotor is welded rather than 

soldered, to eliminate the danger of melted solder ‘shorting’ the windings. 

The windings themselves are thoroughly insulated, then impregnated to 

make them waterproof and durable. Even the starting switch inside the 

motor is exceptionally rugged — tests have proved it equal to 4,000 years 
of normal wear. 


“Those are a few Sunlight features—there are a lot 


_ oe i more. Dynamic-balancing cuts down vibration and 
£ f 4 wear; ‘stalls’ and ‘burn-outs’ are eliminated, because 
| ae the Sunlight motor triples its power in an emergency. 

a And here’s a point you'll appreciate—you never 


> have to oil the Sunlight motor; it oils itself through- 

out the entire life of the washer. 

“Behind all these advantages are Sunlight’s 25 years 

of specialization in building satisfactory motors— 

motors for washing machines. That’s how you know 

a Sunlight-powered washer will give you years of the 

kind of service you’re looking for.” 

Sunlight Electrical Division, General Motors Cor- 

poration, Warren, Ohio. ¥¥ 
ation / 


DEPENDABLE WASHING MACHINE -o@me- 
MOTORS FOR TWENTY-FIVE YEARS ~*ovGe". 


SUNLIGHT MOTORS 
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Defense Spotlights Importance of 


{fp} Control 
Dependability 


, 


With National Defense calling many 
experienced service men, Retailers today 


are finding comfort in the proven Service- 


Free DEPENDABILITY of A-P Oil Controls. 


Standard equipment on a majority of 
gravity fed oil burning Appliance Lines this 
year, A-P DEPENDABLE Controls provide 
valuable advantages, both in sales and serv- 
ice. For complete information on the con- 
trols and their benefits in oil burning equip- 


ment selling, write for your copy of the new 


“A-P Album.” 


AUTOMATIC PRODUCTS COMPANY 


2400 NORTH THIRTY — SECOND STREET 


MILWAUKEE wisconsin 


Export Department 100 Varick Street, New York City 


(ApDEP ENDABLE 


“Th 
SW TT 


NEW all-out effort on electric 
range selling is scheduled for 
the fall months with the an 


nouncement by the Modern Kitchen 
Bureau of an increased national ad 
vertising and radio promotion on elec 
tric cookery which has for its theme 

the 
switch to the electric 
lising plans have 


is have two drives—the 
Merchan 
all been prepared 
and, according to Harold Martin, 
MKB and utilities 


will have an unparalleled opportunity 


past 
way. 


manager, dealers 
to go to town in their individual com 
munities on a tie-in with the advertis 
ing, promotion and display materials 
being made available to them 
Twenty-eight thousand kits and plan 
books have been mailed out to electri 
cal dealers and_ utilities 
the campaign and an increase in 
MKB’s record year of national adver 


tising. 


announcing 


Backed up by an advertising cam- 
paign running in five national maga 
zines, the Bureau’s Fall promotion is 
a direct merchandising drive under 
the theme of “The Switch is ON— 
Cooking’s Going Electric—Change 
NOW to a Modern Electric Range!” 
Che Bureau emphasizes the fact that 
this is a direct tie-in with the national 
advertising which has been running 
throughout this year under the name 
of, “The Switch is to Switches Again.” 
\ new Fall ad in color was added 
which uses the Fall promotion theme 
as its headline and makes a direct bid 
for business. The Bureau’s national 
advertising has been attracting wide 
attention because of its exclusive man- 
ner of presenting the electric cooking 
story by drawing an analogy with 
electric light. The new Fall ad, for 
instance, shows an 1890 couple being 
surprised as a young miss flips on the 
new electric light. “THEN lighting 
went says the caption. By 
way of comparison, the ad presents 
the electric cooking story by a similar 

h which shows a modern 
miss switching on the electric range 
as her delighted parents stand by. The 
caption is: “Now Cooking’s Going 


electric” 


photograp 


Electric.” 
Theme center of the Fall promotion 
animated window 


is in 


display in 


AUGUST, 


His ON 


9 Gh 


COOKING'S e 
on, 


This national advertising is appearing 
consumer publications and heralds 
MKB fall advertising campaign. 


electric cooking is dramatically pr 
sented by color enlargements of ™ 


tional ad photographs in which 
electric light in the top illustrat 
flashes 
of the electric range in the bott 
picture flashes on and off in red. 
are connected by a die cut red art 
that flashes on and off, drawing ' 
comparison of the electric light 
electric cooking close together. C 
for the display reads, as does all ot! 
promotional pieces, “The Switch 
ON—change now to a modern e¢! 
tric range.” 

For supplementary use inside ! 
showroom, a die cut counter card 
supplied that shows a woman swil 


ing on a giant electric range swit( 


Copy is the same as window displa! 
Other materials supplied dealers 
the campaign and which are sam 
in the kits mailed out, are s; 
prepared local newspaper ads; dit 
nail pieces including a larg: 
smaller bill 
billboard: : 
and truck banners 


that completely 


mailer and a stult 


colored designs for 
cards 


be »¢ k 


and 
describ 
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on and off and a surface w 


d the 


' 
reau | 


sign 
ilities 


q tie 


ing 


paigt 
The e 
ogra 
ctric 


mpaigi 


















































4d the modern Kitchen 





reau's Fall range cam- 





sign gives dealers and 
ities the high-sign for a 
4 tie-in on during the eS Vi 


ing months 


U 
we 






ELECTRIC 


gaign and its collateral materials 


he eniblem of the campaign 18 a 


tographh reproduction of an actual 
tric range switch on which the 
mpaign theme is printed. This is 
le available as window and wind 
ed stickers and as envelope and 
thead stickers. This emblem is 
minant in all the materials as 
las in the fall national advertising 
s also available in mat or elec 
type form for use as_ trademark 
ntiications for other dealer adve1 


ne 
he 


16 One Minute 
Radio Transcriptions 


\n innovation for electric range 






vertising is presented in a radio 
nscription containing 16 one min- 


| aga 


appearing . , 
yo aign have underwritten the prod- 


tedramatized announcements on the 
me, “The Switch is ON.” Manu- 
irers participating in the Bureau 


aign. m costs of this special recording 
much of the cost of extra records 
that a utility or dealer can pur- 


tric light qpee the “platters” for only $3.50. 
tically pr ) announcement is a dramatized 
ents of vy in verse and song with direct 
which for action in buying electric 
Hustratog@nges. Full space is allowed for 
surface m@ler’s signature by local announcers 
the bott other copy that the dealer may 
n red. Tugel! to ea This a ps When you sell heating devices, whose ele- 
t red art npted by the unusual success of a : 
rawing tapilar one produced for water heat- ments are made of Chromel, you can be 
c light in the Bureau’s spring campaign sure your customer will be pleased with the 
, . h was broadcast by more than . ° ° 1. ° 
ther. eee service the device gives. The behavior of 
es al ene ; ; it i 
Switch 4) local merchandising campaign Chromel is not erratic. Rather, it is con- 
ed “Carseat a ae ro , 1 P 
jodern egal — —_ ” nth ante sistently a good performer. The device 
in the Plan Book tor utilities . i 
, Ww eagiheesbqgpaagiege Wh ~ yom maker has long since been aware of this. 
sie , ’ ey Ves 
iter card @pccted times during the fall and and knows that Chromel’s reliability safe- 
«ich capitalizes on the full amo . . 
nan sw - — - ~ full ype guards his own good name and yours. And 
nge swit e national advertising as_ well é ° 
te displ the local “The Switch is On” so, remember—good heating elements are 


1 dealers made of Chromel. 












are sain} * 

re o) 

ads: d ealers and utilities that have not 

large s tived sample kits can do so free 

ill scuff charge by writing to the Modern H K N DETROIT, 
oard : ie Bureau, 420 Lexington Ave MICHIGAN 
and *. New York 


scrib 
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NEW MERCHA 














Queen Elizabeth 


EXCEL Ranges 


Associated Manufacturers of America Inc. 
275 W. Market St., Akron, O. 


Queen Queen An 


i Victoria 
ind Queer 


Elizabeth 


) I< ures All 


models equipp« 





ens 16 in. square, 20 in. deep 
its interchangeable, and 
‘ novable; bake 2300 watts 
t per -e( ro i 
il 2300 watts; Super-Speed C PROCTOR Dual-Automatic 
ulOX Surlact mts with oO eats 
from 2000 to 60 watts; 5 at. thrift Toaster 
oker equipped with blanket type Proctor Electric Co., Inc., 


eating unit with automatic thermo 
1 panel; this cooker 
ion to other functions 
cooking top 
porcelain enamel. 

Queen Victoria has a full 


3rd St. & Hunting Park Ave., 
Philadelphia, Pa. 


Automatic Pop-Up toaster 
regulation of color and de- 
gree of crispness at same time 

Features: The Crisper, an 
added automatic control on right side 
of toaster pops-up toast of any degree 
i crispness automatically, provides 
toast texture from soft 
» medium to crisp; Browner, another 
1utomatic control, on left of toaster 
color of toast from white 
to very dark shades of brown; ther- 
mostat in right hand well is in con- 
tact with bread; toasts 1 or 2 sli 
both sides; silent operation—no 1 


Device 


permits 





size, Sag 


Selling 
, 


selection ot 


1 
reguiates 


Queen Victoria 











pe drawer storage compart- 
, witl touch control, 15 
vide, 20 in. deep, 9 in. high.; drop 
nt door at bottom closes 2 storage 


wide, 14 in. 








leather 













mpartments 16 in 
leep, 8 in, high 
Queen Elizabeth equipped with 
itomatically controlled warming 
mpartment, 2 full sized storage 
wide, 9 in. high and 20 
in. deep with ball bearing rollers. 
Queen Anne equipped with full 
size, drawer type storage compart 


The Crisper 


or ticking; current shuts off auto 
matically when toast pops up; by trip 
ping Crisper the toaster will 
pop-up by hand. 

$14.95.—Electrical Merchandis- 


lrawers 15 in 
also 


Price: 


ment with feather-touch control, 15 ing, August, 1941. 

wide, 20 in. deep, 9 in. high 2 

Lamp, clock and condiment sets 
ivailable at slight additional cost on HOTPOINT Range 

_ ) aa trical Merchandis Substitutions 
) wus 
Edison General Electric Co., 
v 5600 W. Taylor St., Chicago, Ill. 
Device: Changes made in Hotpoint 


to release 
and other 
follows 


aluminum, nickel 
metals for defense are as 


ranges 





Thrift Cooker 


Aluminum outer shell of thrift 
cooker wall has been changed to 
double wall shell—the inner wall of 
porcelain enamel, the outer shell of 
tinned steel. Pail and lid formerly of 
iluminum have been changed to por 
celain enamel; aluminum pudding pan 
as been eliminated; aluminum trivet 


EMERSON Ventilating Fans 


The Emerson Elect. Mfg. Co. 
St. Louis, Mo. 
Model: Emerson Jr. Kitchen Ventilat 
ing Fans with metal mounting panels 
Features: 


Selling May be located 





pea adage en of dines now of tinned steel wire. 
to yr DOTTK sector 8) Indow ‘ — “¢ 
me it -_ r - eiits gniele Deluxe Model—1941 7-qt. thrift 
ithe interterir wit raising ~ 1 
, , ~ 10 6 P cookers Calrod heating unit has been 
lowering sash; 2 sizes: in. far - 1 
y gee _ replaced with a 1200 watt 5-heat, 
yunted in panel adjustable from 23 all 
: aa 4 . ypen coil unit 
to 36 moves 570 cfm; 12 in. fa 
} lisctahle 1 7 , 7 2. 
las a usta ye panel Z/ t , o/ in Oven 
moves 5/5 cim; ivory enamel panels; 
antique statuary bronze enamel motor 1941 Calrod baking unit has been 
and =blades.—Electrical Merchandis- replaced with open-coil unit with Cal 
August, 1941 rod operating characteristics, retain 
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ng the new type baffle introduced 
Zinc die-casting oven vent 
has been replaced with steel vent with 
baked japan finish; nickel finish oven 
racks are now finished in gunmetal 
blue to match porcelain enamel in 
terior. 


this year. 


Warmer Drawer 


Deluxe model warmer drawers fo 
merly finished with silver luster con 
taining aluminum, now finished in 
gray baked Calgloss. 


Lamp Standard 


Chrome-plated lamp standards have 


been replaced with white glyptal 
finish. 
Reflector pans 
Aluminum reflector pans now ot 


chrome alloy containing approxi- 
mately 12% to 16% chromium, but 
no nickel.—Electrical Merchandising, 
August, 1941. 

















SUNBEAM Mixmaster 


Chicago Flexible Shaft Co., 
5600 Roosevelt Rd., Chicago, || 


Device: New Sunbeam Mixma 
with automatic beater ejector. 
Selling Features: With this new { 
ture the user simply tilts down 
handle and the beaters are automa 
ally ejected all by themselves, 4 
pensing with twisting, pulling, 
screwing ; other features are the sz 
as those of previous model. 
Price: $24.75.—Electrical Merchand 
ing, August, 1941. 
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G-E Clocks 


General Electric Co., 
Appliance & Maintenance Dept., 
Bridgeport, Conn. 


Models: New fall line includes low- 
priced kitchen and alarm clocks 4 
Westminster chime clocks and a va- 
riety of other new alarm clocks. 

Selling Features: Pantry, model 2H-14 
kitchen clock, metal case, available 
in 4 colors with cream white dial, 
black numerals, blue hands, red sweep 
second hand; 72 in. wide, 64 in. high, 
price: $2.95. 

Chipper model 7H-138, plastic case ; 
available in brown at $2.95 ivory, 
$3.50. 

Other alarm models include ma- 
hogany-cases with matching, diag- 
onally-grained panels; leather covers 
with tan facsimile leather; glass with 
plastic pedestal; and Twinkle 7H- 
116-K with translucent plastic dial, 
illuminated by small lamp in base 
which may be turned off or on, avail- 
able in walnut, brown, ivory plastic, 
$4.95. 

Four new Westminster chime 
clocks have mahogany mantel cases, 
period design, ranging from 18th Cen- 
tury styled New Maestro, model 408, 


at $25 to Prelude, model 412, of 
Regency design at $45.—Electrical 
Verchandising, August, 1941. 
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PETIPOINT Iron 


Edmilton Corp., 
228 S. 1st St., Milwaukee, Wis. 

















Device:  Aijl-cooled iron with 
soleplate. 
Selling Features: Petipoint 








ordinary flatwork with full-sized s 
plate; a smaller soleplate at an 
tilted angle on rear irons full 
tucks, gathers and corners ; air-co 
by 4 horizontal fins that dissipate 
used heat to sides leaving iron ! 
and handle cooler; when not in 
it is rolled on its side, eliminat 
lifting and danger of falling; ne 
designed handle; fully automatic 

accurate heat control and fabric 

1000 watts. 




















































































































Price: $12.95.—Electrical Mercha 
ing, August, 1941. 
v 






































































































K-M Curling Iron 


Knapp-Monarch Co., 
Bent & Potomac Sts., St. Louis, Mo 

Device: Hair curler. 

Selling Features: Large natura! m4 
handle; cool plastic button; rem 
able plug; swivel plug cor 
nates kinking and twisting. 

Price: $2.95.—Electrical Mercha 
ing, August, 1941, 
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Mer hané 
MN DiSIN 


we ve 


pe LOOK AS IF you'd knocked around this 


appliance business long enough to cut your 


tye-teeth, anyway. 


You've got a kind of hard-boiled idea that the 
purpose of the business is to make you some 


money, over and above expenses. 


You're no pushover for a lot of high sound- 
ing talk with nothing much behind it to cash 


In On, 
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got a special invitation 


And you've gone to dealer meetings . . . lots 
of dealer meetings with lots and lots of 
speeches about how “This season is going to be the 
most colossal, the most stupendous, the most profitable 


etcetera, etcetera, etcetera.” 
In other words, you've been around. 
And that’s why you're the dealer we've got a 
special invitation for . . . when our distributors 


tell their dealers about Bendix advertising and 








selling plans for this fall. We want to get your 


reaction to the news. 


For we think 


ing——that when you hear what Bendix is plan- 


and you can't sue us for think- 


ning, you'll say, “So help me Hannah, that 


Bendix franchise is Aot, and getting otter.’ 


Maybe 


break down and throw your hat in the air. We 


when you get the news~ you'll even 


wouldn't be surprised. 


BENDIX HOME APPLIANCES, INC. 
SOUTH BEND, INDIANA 


‘The people who pioneered and perfected 


the automatic washer’ 
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MAZDA RS Sunlamp 


General Electric Co., Nela Park, Cie, 
land, O. and Westinghouse Lamp Co 
Bloomfield, N. J. 


Device: New self-reflecting 
bulb for ordinary sockets. 





Selling Features: Produces ultray} 
and infra-red radiation; consum 
275 watts; operates on 110-125 , 
50-60 cycles; ballast control, reflec; 
G-E Travel Iron and elements for producing ultray 
General Electric Co., let and infra-red generator are bul 
Appliance & Mdse Dept., into single, self-contained, ill-gla 
Bridgeport, Conn. hermetically sealed unit; special gla 
screens out unwanted rays for wi 
Lightweight travel iron. users otherwise would require gog 
Selling Features: Textolite handle gles; special tungsten filament 
folds against iron top and whole iron signed to control mercury 
slips into neat zipper traveling case; operation. 
overall weight less than 2 lb.; handle Price: $15.—Electrical Merchandis 
molded for comfort with thumb rests August, 1941. 
for right and left hands; thermom 
eter on top ol! iron shows correct 
soleplate temperature for safe iron- 
ing; 500 watts, a.c. or d.c., 115 volts 
rice $4.95.—Electrical Merchandis 


LIFE is planned in advance “ss 


for Black & Decker Vacuum Cleaner Motors 


To Insure Maximum Service with a minimum of servicing, every Black & Decker vacuum 
leaner motor is specifically designed and custom built for the particular type of cleaner 
in which it is used. Black & Decker engineers, seasoned by years of experience in solving 

cuum cleaner motor problems, know the conditions of service each motor must meet, 
ind design it accordingly. Long motor life is planned in advance. 


v 


Correction 


rhe price on the Proctor combina 
automatic and steam iron in July: 
product description was given as $12 
B & F Water Heaters This is the price of the iron wit 
Bauer Mfg. Co., —, —— The steam at 
7101 McKinley Ave., Los Angeles, Calif. = —— 
Vodels: Round and cabinet models. v 


Each Separate Part of a Black & Decker In One Operation, both steel sleeves and a Featur 2 Equipped hi ith 2 WESTINGHOUSE Air 
vacuum cleaner motor must fit perfectly to _ rings for commutators are produced on this sn hee —— Bese ‘ats ; — Cond.tioner 
produce a smooth, quiet, efficient unit. six-spindle automatic. This simultaneous nel sae ypomrcsogg oot | one . ‘ 
\bove is a hydraulic broaching machine operation makes certain that these parts sah - 8 bl oe jac et a Westinghouse Electric & Mfg. Co 
for broaching holes in commutators—a _ will fit together accurately at all times white enamel with black base; gal Mansfield, O. 


method which meets the minute tolerances highly important since they are the very vanized steel inner tank; diffusion 1 ; “TT TInittaire 

+h raffle. — Electrical Merchandising Vodel SU-20 Unitaire. 

if this important operation. heart of the commutator. ; , nie ; : ' 

August, 1941. Selling Features: Designed for 

stores, offices, residences; prov 
year-round air conditioning; st 
or hot water heating coil maj 
added for winter operation; insta 
tion consists of making necess 
water and electrical connections ; st? 
cabinet built in one section, 45 
high ; 2 reciprocating condensing un" 
instead of usual single unit—! 
both may be operated for clos 
trol of temperature and jum 
under varying load conditions; 
centric tube water-cooled conden: 
cool as well as condense Freon 
frigerant; centrifugal blower ia 


.: - : oer : hp. motor delivers 1000 c.f.m.; sa 
At High Speed, this press produces arma- For Clinching Sales and keeping vacuum "ate include spring-loaded va 


ire and field | uminations in one operation, cleaner buyers happy, you can’t beat Black , ; Electrical Merchandisina. 
using a 6-stage follow die. Dies are made & Decker Motors. They are specially de- ‘ 194] 
sectional and form ground to turn out — signed and built in many sizes and types 
punchings with a minimum of burr, and for small hand cleaners, for bag and cylin- CASCO P 
: ad Control 


to assure a degree of accuracy which makes der-type houBehold cleaners, for large in- 
ill laminations interchangeable dustrial and institutional cleaning units. Casco Products Corp., Bridgeport, Conn. 


THE BLACK & DECKER ELECTRIC COMPANY, KENT, OHIO = vice Casco heating pad with "Cas: 


comatic” control and “Nite-Lite” 
switch. 

Selling Features: “Nite-Lite” switch is 
BLACK &j 1D) i Oa. S De od illuminated with long-life Neon tube 
5 = when current is on; a transparent 
dial permits the user to select heat 
desired in dark; with “Cascomatic” 
control a choice of 30 heats can be 

obtained by turning dial on switch. 


Specialists in the Design and Application 
Price: $3.98 and $4.98.— Electrical 
U N ! Vv E R Ss A L M ©] T (@) R s Merchandising, August, 1941. 
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B & F Wall Heater 


Bauer Mfg. Corp., 

006 Stanford Ave., Los Angeles, Calif. 
“Body-Glo” wall heater 
Features: 2 models, “long” and 

ompact”; equipped with circula: 
ating element, stainless steel reflec 
triple-plated grilles with nickel 
romium finish; “long” model 9x48 
1650 or 2000 watts, “compact” 
1 12x174 in. 1250 or 1500 watts 
ice “Long,” 1650 watt model 

23.50; 2000 watt model $26.50; 

mpact” 1250 watt model $14.50; 

[00 watts, $15.—Electrical Merchan 

August, 1941 





iE MOLD Refrigerator Shelf 


Die-Molds Co., 149-12 Jamaica Ave., 
Jamaica, Long Island, N. Y. 


‘ Refrigerator replacement 
uckage” consisting of replacement 

housing 2 porcelain, built-in, 
ling vitalizers with 1l-piece visible 





rlass top. Models available for 

st leading refrigerators. 
$5.75.—Electrical Merchandis 
\ugust, 1941, 


v 


LASALLE Wallamps 


Lo Salle Lighting Products, Inc., 
143 Seneca St#., Buffalo, N. Y. 


e: LaSalle indirect Wallamps fea 
ring easy-to-nail “stay straight 
unger’; 2-tone colors; “Stay-nu’ 


ing Features: “Staystraight hanger” 
juires only 2 small nails—special 
tting in back of bracket locks against 
all; 2-tone colors include combina 

ot white and gold, white and 
een, white and red; eggshell and 
each or pink; in a variety of styles; 
Stay-Nu” enamel finishes electrically 
iked at high temperature for extra 
irdness.—Electrical Alerchandising 


ist, 194] 









v 


FIREBOS Stoker 

stor Iron Parts Co., Inc., Whitehouse, O. 

Firebos 30 Ib. stoker. 

Features: Gearless drive; 5-feed 
anges and neutral; no shear pins; 
ist and corrosive proof hopper guar 
teed 5 yrs.; automatic air control; 
uble smoke back elimination; heat 
sisting sectional retort; heat treated 
st steel screw; Minneapolis-Honey 

ontrols; cast fan housing and 
) type fan; sound proofed; baked 

| finish, 2 colors: automatic 

) guarded motor; finger tip ai! 

ment. 

$149.50 Electrica VU erchan- 
\ugust, 1941 
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MODERN FINISH FOR MODERN LIVING...J¢ saves work 

















1. What is this lady doing with her lipstick? 
2. Do “cubic inches” mean much to a prospect ? 


3. What part of the refrigerator is a product of the same chemical 
research that developed such miracles as nylon— the man-made 


hlament widely used today in making fine hosiery? 


4. What part of the “DULUX”’ seal has the greatest influence on 


your prospective purchaser? 


5. Which government agency recently “drafted”? what metal used 


in a refrigerator part in the interests of national defense? 
6. Do housewives want to hear about refrigerator gadgets? 


7. What part of the refrigerator may help effect as much as 10% 


savings on the family’s food bill? 


8. For which of the following reasons does a ““~DULUX” finish in- 


fluence prospects and help you close a sale more quickly? 


Check 
a. It stays white 
b. It’s easy to clean 
c. It retains its gloss 


d. It resists chipping and cracking 


-. Ir resists stains of food and household grease 


It’s pre-tested for durability and long life 


vy. It’s made by Du Pont 


You'll find the answers on the following page... 








are *, wit =” : 











DULUX 


FINISH 
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Answers to the Du Pont Quiz 
on preceding page 


1. The lady has just been told that a “‘DULUX”’ Finish is easily 
cleaned. She wants to see for herself. 


2. Yes—when translated into extra storage space and added 
convenience. Then any housewife will listen. Always know your 
“*cubic inches.”’ 


3. The *DULUX” Finish. It’s made by Du Pont—the same com- 
pany that developed the nylon for beautiful hose which your 
prospect may be wearing while you talk to her. 


4. The Du Pont Oval. America knows it as the symbol of **Better 
lhings for Better Living . . . through Chemistry.” 


5. The Office of Production Management (OPM) recently 
‘“‘drafted”’ aluminum trays by giving priorities for this metal to 
national defense. 

6. Yes—especially about gadgets which help them. Talking 
about an easy-opening latch or an ingenious ice cube remover 
will help you swing many a sale. 


7. Insulation. A modern refrigerator can save up to 109% — the 
amount of weekly food spoilage often caused by poor insula- 


tion. 


8. If you've checked every reason you're 100% right. 





E. |. DU PONT DE NEMOURS & CO. CINC.), FINISHES DIV., WILMINGTON, DEL. 











@ Now it’s more attractively designed than ever . . . with 
a hammertone smooth finish that’s easy to wash and keep 
clean and with rich looking chrome trim. The records 


prove that this Model PF-30A gives highest efficiency, more 
Distributors, 
Dealers Wanted 


n more 
selling easier to sell 
‘ 


Famous Trapplen Burner 


Burns any kind of oi with 
" greatest effirency, regard- 
t af ‘ onditi 
address Pel ess draft conditions 
Transparent fi 
en, independent ansparent flame. Proved 
y ) 


Sold O by years of tests and field 
Distributors 


economical operation, and it’s remarkably priced. Truly 
America’s biggest value. Exclusive pedestal base. Side doors 
r direct radiation. And many other features that make it 
se sales, © 

@ incr ea 


t tast 
aroft with the 


ent-Sioux complete 


details 
service to be most satisfac 


y Given quiet and 


ethoen 


20 ANNIVERSARY CELEBRATION 
S PIONEERS IN O/L HEATING 1941 4 


SILENT SIOUX OIL BURNER CorP. °PANce cr 
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TOASTMASTER Toaster Sets 


V/odels 


Model: “Aluron” 


Se 


Pri 


McGraw Electric Co., 
Toastmaster Products Div., Elgin, Ill. 
“Special” Toast’n Jam Set has 
been added to 1942 Toastmaster line 
Toast 'n 
designed for 


ling Features “Special” 
Jam Set, illustrated, 
smaller family; equipped with wal 
nut tray, Franciscan ware covered 
jam jars and toast plate 

Improved De Luxe Hospitality set 
has all 5 walnut trays, the large serv 
ing tray, and 4 lap trays inlaid with 
figured simulated leather; new relish 
dishes of smartly styled Duncan crys- 
tal. 

Standard Hospitality set features 
new turquoise Franciscan ware pot- 
tery relish dishes with 2 deep and 2 
illow dishes to provide wider vari- 
ety of uses. 

ye Luxe and Jr. Toast’n Jam sets, 
equipped with Franciscan ware pot- 
tery and a new streamlined non-auto- 

toaster with hinged crumb 


Ranging from $7.50 to $24.95 
Merchandising — August, 


v 


G-E Combination Iron 


General Electric Co., 
Appliance & Mdse. Dept., 
Bridgeport, Conn. 


combination auto- 
matic and steam iron. 

lling Features: Amount of steaming 
is easily varied to suit the fabric or 
stopped entirely by a turn of control 
knob on handle; correct soleplate 
temperatures for different fabrics 
are thermostatically controlled—dial 
on top of iron is marked with fabric 
calibrations. 

Water is not under pressure; reser- 
voir does not need to be emptied for 
straight ironing—it has an open res- 
ervoir for water-opening in through 
a tube and funnel to control knob— 
no cap to remove for filling or empty- 
ing; steam is generated only as used ; 
iron is filled by pouring water di- 
rectly into funnel control knob and 
emptied by tilting iron on its nose; 
b pt. reservoir; iron weighs 4% Ibs. 
empty, about 5 Ibs. with water ; reser- 
voir and other parts in contact with 
water of non-corrosive brass; alu- 
minum alloy soleplate; high- -speed 
Calrod unit; Textolite handle; bev- 
eled soleplate with button nooks; 
permanently attached cord; 1000 
watts, a.c. only. 

e: $14.95.—Electrical Merchandis- 
ing, August, 1941 


AUGUST, 


ROYAL Cleaner 


The P. A. Geier Co., 
540 E. 105th St#., Cleveland, 0 
Device: Royal's new plast 
jam model G-257. 
Selling Features: Similar to Royal | 


brush hand cleaner in shape and. 


ficiency, features pearl gray Ten 
nozzle; complete with red and } 
Royal large opening bag; red, bj; 
and gold nozzle plate; patented 
position revolving brush; tog, 
switch conveniently located on 
dle near thumb; safe grip rub} 
handle; air cooled motor complet 
sealed against dirt and dust. 

Price: $16.95.—Electrical Mercha 
ing, August, 1941. 


DEVALERA Door Chimes 


Devalera Industrial Inventors & Designe 
1945 Park Ave., N. Y. C. 

Models: Deluxe Series: Cathe 
Westminster; and Carillon, Subur 
Series: Trafalgar, Doric, Ox 
Semi DeLuxe model Notre Dam 

Selling Features: Cathedral, 
model plays 2 notes for front 
single note for rear or side 
bronze etched shield, Grecian des 
tubes 1} in. long. 

Westminster, 4-tube, plays 8 W 
minster notes for front door, | 
rear, 1 for side, and 1 for serv 
dinner or phone call; equipped 


rs 


Cathedral Model 


remote control ; bronze or ¢ 
shield with ivory or brown 

Carillon, 3-tube same si 
finish are Westminster, te 7 
for front door, 1 for rear, ar 
side door. 

Trafalgar, 2-tubes; solid 
shield finished in brushed brass 
ivory or mahogany; 38 in. t 

Doric, 2-tubes, similar to 
gar with shorter tubes 

Oxford, 2-tubes, 29 in. hig 
wide ; shield finished in brushed 
and mahogany or ivory. 

Notre Dame, 2 tubes, meciia! 
construction and design similar t 
luxe models; strikes 2 notes if 
door 1 for rear; 40 in. long 
wide; etched tubes. 

Prices: From $4.60 to $40.—E 
Merchandising. —August, 194 
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PERFECTION Oil Burning 
Heater 





Cleveland, O. 
2201. 
New smaller pot- 

burning heater; heating 
28,000 Btus; perforated cas- 
to provide radiating 


Perfection Stove Co., Inc., 


Vodel: 
Selling Features: 
type oil 
capacity 
ing, designed 









Ivanhoe model 







































ner and circulating heat; removable res- 
ervoir, 3 gal. capacity; brown baked 
Co., enamel finish.—Electrical Merchan- 
sland, O dising, August, 1941 
plast 
to Royal 
hape ani QPOROAIRE Heat Exchanger 
tS a The Coroaire Heating Corp., 
z: re 1422 Euclid Ave., Cleveland, O. 
patented fice: Coroaire Venturi Tube Radia- 
ush; — togg heat exchanger supplies 5 sq. 
ated on hy eating surface to every square 
Tip rub—ge. heating surface found in ordinary 
rr complet naces or heaters, the manufacturer 
lust. 1 
Ve y eatures: New patented feature 
es faster air flow with minimum 
sistance effecting economies in op- 
ting and heating capacity; as air 
ed through tubes by powerful 
takes on a swirling motion ¥ 
sing air to come into wiping con- 
BEACON House Numbers 
And-Bar Engineering & Sales Co., 
' 833 Genesee Valley Trust Bldg., 
Rochester, N. Y. 
Device: Beacon electric house num 
bers. 
Selling Features Of sectional con 
, struction—1l section to the numeral 
so that any combinati on of numerals 
an al assembled ; white, moulded 
jlastic numerals mounted on black 
Chimes morocco , finis hed metal, fits well wit! 
, ill types of architecture; visible day 
| & Designe and night tiny, small voltage lamp 
- ¥. C. on inside of each number is operated 
fs lirect from door bell or chimes cir 
on. Su uit, simple door bell installation 
c- Flanges are available with all num 
tre Da a to bers for flush mountings (recessed) 
7 ry if desired. 
di il é y > Sali - 
> front Prices $1.50 per numeral; 50 cents 
ar le a com per end set; $1.50 per flange —Ele: 
eckam eating and trical Merchandising, August, 194] 
cos aes 
lavs 8 W I yA t type I 
doo ement installation and grille type 
for sery r homes without basements—rm 
quippe { ts Electrica VU erchandis 
gust, 194] 
v 
v 
PREMIER Cleaner 
Premier Div. Electric Vacuum Cleaner Co., 
Cleveland, O. 
Model Aire-Matic “90” low-priced, 
cylinder-type cleaner 
° Selling Features Equipped with 4 hp. 
j SEA one Separetine motor; 500 watts; double size dust 
bag; maroon and gray crinkle finish; 
Comfort Products Corp., Hervey, lil. cleaning attachments include an 8 ft. 
yr ¢ 1ose, 2 extension tubes, rug nozzle, 
wn evICE Comfort-Aire Sea Breeze upholstery nozzle, round brush, floor 
e s Coole brush and crevice tool deodorizet 
lays ing Features: Designed for window and a liquid sprayer are also avail 
ir, a Stallation in offices, living rooms, able at slight extra cost. 
ed rooms and wherever it is de Price: $49.95.—Electrical Merchan- 
sol red to obtain relief from hot, dry dising, August, 1941 
d b t conditions ; compact unit complete 
n. t “ith recirculating pump and auto 
to atic water leveling device powered 
- ; y 130 watt shaded pole motor; 3 
. hig speeds; delivers up to 1300 cfm: 20 
rush n. high, 26 in. wide, 26 in. deep 
Weighs 84 Ibs. Filters, washes and 
_mecia irculates air by pe ge it at 45 
s1mil 1¢g. angle toward ceiling with gentle, 
ytes for no-draft movement; on ah with 
long ugh natural humidity it can be op- 
frate| dry to provide comfort of dry 
-__ lean, filtered air.—Electrical Mer- 
194 "anaising, August, 1941 
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Above Left: Above Right: 
Standard Mode! De Luxe Mode! 
Retail prices from Retail prices from 
$69.95 to $129.95 $99.95 to $129.95 
Right: 
Circulating Heaters 


Retail prices from 
$59.95 te $79.95 


Below: 
Radiant Heoters 
Retail prices from 
$39.95 to $49.95 
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it pe sath inn See thet cel who are on the reagent then 
confide oe Diecerning Cesler® “yl, oor level en maker .. 
Evanoil as realize thet rye a very effective oe pet ition. 
Of ening to talk about ther, ruinous cut price ei iable in the “Lover 
enables them oe ebers has now © aaa forward step vei putore 
fact “o> x ae in our estimaticracturere, a 
price ra ~ fit to you ® 
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LETTERS LIKE THIS 


And Evanoil’s Big Increase in 
Sales are a result of 


Design plus Performance 


@You may be sure that the 
months just ahead can bring you 
BIG PROFITS from Space Heaters 
—if you have the right line. 

@ You may be sure that Evan- 
oil's selling features (eye-appeal, 
fuel-saving, engineering leader- 
ship including floor-level heat) 
will satisfy completely the needs 
and wants of your customers. 












plete 
anoil Line is Com 
pagar for Every Prospect 


$ START AT 
RETAIL PRICE vt! 


$3993 


EVANS PRODUCTS CO. (Evanair Division) 
15310 Full€rton, Detroit, Mich. 


Tell me how my Spoce Heater problems ore answered 
better by Evanoil and Evanoil merchandising methods. 


Our business is: 0) Deoler C0 Distributor 













18 TESTED SELLING IDEAS 


that will help you sell more 
G-E MAZDA Lamps all year round 


EVERY ONE OF THOSE 18 IDEAS HAS 
BEEN TRIED OUT AND PROVED BY 
G-E LAMP AGENTS...TRY THEM YOUR- 

\ SELF FOR BIGGER PROFITS ! 








HERE ARE 18 IDEAS fo: increasing the sales of G-E MAZDA 
lamps in your store. All of them have been tested and proved in stores 
like your own. All of them work! Read through this list. Maybe you are 
already using some of these selling ideas. Maybe there are others you 
haven't tried. But, boy, oh boy, if you ever used all 18 of them at the 
same time... you'd certainly sell some G-E MAZDA lamps and make 
some money too! Keep this list for handy reference: 


1 ASK CUSTOMERS TO BUY — Thousands of G-E MAZDA lamp agents 
know that a simple question like, “Need bulbs?” or “How are you 
fixed for lamps?” asked of every customer coming into the store is a 
sure way to increase sales. 


2 DISPLAY LAMPS IN THE SHOW WINDOW—A good rule to fol- 
low is: Part of the window all the time, all of the window part of the 
time. Use G-E MAZDA lamp display material. 


3 KEEP A CURRENT G-E MAZDA LAMP AD ON YOUR DISPLAY —Re- 
peated tests show that displaying a current ad at the point of sale steps 
up lamp sales about one-third. 


4 KEEP BULBS BY THE CASH REGISTER—Keep a small display of 
G-E MAZDA lamps next to the cash register. It’s another way to remind 
customers to buy. 


5 LOCATE YOUR LAMP DISPLAY IN THE TRAFFIC LINE IN YOUR 
STORE— Near the door is a particularly good spot. 


6 FEATURE THE NEW 20% AND 25% DISCOUNTS ON QUANTITY 
PURCHASES — It’s a good way to establish your store as headquarters 
for lamp sales and to keep folks coming back. 


7 SELL LAMPS TO NEIGHBORHOOD MERCHANTS — Also to garages, 
apartments, theatres, shops, and factories in your neighborhood. Tell 
them all about the new quantity discounts. 


8 SUGGEST LAMPS ON TELEPHONE CALLS— Whenever a customer 
phones, suggest, “And how about some G-E MAZDA lamps today? 
. Glad to deliver . . . It's handy to keep spares on hand.” 


9 STAGE A LAMP-SELLING CONTEST with the clerks in your store 
— Offer small prizes for the most lamps sold on any one shopping day 
or during one week. 


10 SELL LAMPS DOOR TO DOOR—Hire some bright school boys 
canvass your neighborhood and sell lamps. Such junior salesmen can 
sell a lot of bulbs and build goodwill for your store. 


11 LIGHT UP YOUR OWN STORE—Make it an outstanding example 
of good lighting. Consider fluorescent lighting with G-E MAZDs 
F lamps. 


12 FEATURE LIGHT CONDITIONING — Include silvered bowl lamps, 
shades, reflectors, pin-to-wall lamps, I.E.S. Portables, and other devices 
for light conditioning. 


13 ALWAYS RECOMMEND THE RIGHT SIZE BULBS—Customers ap. 
preciate it and you'll sell more and larger bulbs. See that your lamp 
stock is complete. Get the reputation of always having lamps for ever; 
lighting purpose. 


14 READ THE G-E MAZDA LAMP ADS — The new “bulbsnatching 


theme is becoming more and more popular. Use it in selling. 


15 IF YOU HAVE AN OPEN DISPLAY of lamps in bulk, be sure w 
display some bulbs in sleeves in order to get G-E MAZDA lamp iden- 
tification for your counter. 


16 ALWAYS KEEP CARTONS OF 6 LAMPS HANDY—Lots of peopl 
will buy that many if you suggest it to them. Suggest an assortment o! 
lamps for spares to avoid bulbsnatching. 


17 USE A “TRAFFIC STOPPER” LAMP DISPLAY NOW AND THEN 
—An unusual display with motion, lighting, color, or mystery, such as 
the Magic Flower Pot idea, or some flashing lamps in a bushel basket 
filled with lamps. 


18 KNOW SEVERAL GOOD TALKING POINTS on G-E MAZDA lamps 
and fit them into your sales talk, for instance: “These G-E MAZDA 
lamps are made to stay brighter longer” —‘You can burn a 100-watt 
bulb 2 hours for less than a penny” —“Avoid bulbsnatching by keep- 
ing spares on hand.” 


For further information, see your G-E MAZDA Lamp Supplier. 


P.S. All of these selling ideas work better with G-E MAZDA lamps, because more people prefer them and they're easier to sell. 


G-E MAZDA LAMPS 4, 
GENERAL (4) ELECTRIC 
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lectrical Merchandising Review of the Month 
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At the Schick 
Kahle of Schick's Chicago staff enjoys his 


sales conference, Mike 


; example 
E MAZDA horse-and-buggy" shaving mug. Every 
Schick distributor received one of these 
nscribed mugs with a label reading: 


wil lamps, What could you do with this?" 


er devices 


SCHICK ANNOUNCES 
BIG FALL DRIVE 


AMFORD, 


mers ap. 
rour lamp 
for ever 
CONN 


sales 








; wing an increase of 48 percent in 
natching first six months of 1941, Schick In 
porated (formerly Schick Dry 
aver, Inc.) has launched a Fall cam 
e sure to gn which Kenneth C. Gifford, vice 
amp iden: ndent in charge of sales and adver 
ig, describes as the most aggressive 
undertaken by the electric. shaver 
f —_ An advertising campaign carrying 
>t people than /9,000,000 messages in the 


rtment o! ety days preceding Christmas is sup 
nented by two unusual for re- 
and strong merchandising support. 
deals for the retailers are known 


deals 


ND THEN 


y, such as he “Lucky 7” and the “Special 4.’ 
el hashet the former, a store _buys any assort- 
nt of six from the three Schick 

dels, the Colonel, the Flyer, or the 

ress Kit. With each deal the retailer 

DA lamps kets a Schick Colonel free making the 
| MAZDA discount 47.5 to 50 percent depend- 
100-watt B's 0" the assortment With the Spe- 
be keep Mee: deal, the retailer buys any three 
y P’ BSchick shavers and is entitled to a Col 


for $5.00, making the discount 
nge from 44 to 45.8 percent. Retailers 
limited to ten deals in both 
Window and counter cards, 
lers and newspaper mats are 
the program of sales 
ttailers in the campaign 
Beginning September 10 with a double 
spreal in the Saturday Evening Post, 
Schi ‘s advertising campaign will have 
-/ alvertisements in ninety days in the 
Post Life, Collier’s and Look with seven 
% the ads in color. The campaign will 
feature the 3,000,000 Schick Shavers sold 
0 date with emphasis on the consumer 
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aceptance accorded the new  hollow- 
gfound shearing head which has been 
purchased by more than 500.000 men. 








ELECTRIC RANGES SHOULD NOT 
BE CLASSED AS A LUXURY 
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Manufacturers Prepared 
to Make Sacrifices for 
Defense Program 
NEW YORK—A number prominent 


individuals, commenting on the state of 
our National Defense program, have 
classified electric rar with luxuries 
which are displacing defense. One well- 
known columnist referred t 51% 
increase in sales during the first six 
months of 1941 as a “scandalous boom.” 

Every household has to cook by some 


o! 
+ 
t 


izes 


o the 


means. There are 8,500,000 wired homes 
in excess of the total number of gas 
piped homes. One-fourth of these are 
electrified farms, which is one-third of 
the total number of farms which are 
being rapidly electrified, largely through 


Rural 
Should 


tne 


efforts of the government's 
Electrification Administration 


we insist that all these people be con- 
demned to continue the use of wood, coal, 
or oil stoves, or to replace them with 
the old kind when their present stove 


is worn out? 


Electric ranges are not a luxury. A 
first-class one can be bought for less 
than $100.00 An electric range is a 
“luxury” only in the sense that it pro- 
vides sO many improvements over old- 
fashioned cooking methods. Notable 
imong these “improvements” are safety 
rom fire hazard; conservation of vital 
food elements through control of cook 


ing heat; savings in food waste by the 


same means; operating economy (in 
many places electricity is the cheapest 
form of cooking “fuel”’); conservation 
of time, health, and energy—so import- 


int today, particularly for women actively 
engaged in aiding National Defense. In 


many rural areas electricity is the only 
ooking fuel easily available aside from 
wood, coal. or kerosene 

In the last decade there has been a 
net increase on the average of 500,000 
new households, or occupied dwellings, 
per year. In addition to this, there is a 
great backlog of new or modernized 
dwelling units needed, which is estimated 


at the order of 10,000,000. It is a luxury 
for the occupants of these to buy in 
electric range 

Electric ranges have been on the mar 
ket for more than twenty-five years and 
is the price has come down and _ the 
quality improved is it any wonder that 
the public have come to appreciate them 


and to switch to electric 
proportion, and especiall 
the marked and almost 
tions in electric rates 

There are 3,000,000 electric ranges in 
use and they are rapidly displacing 
other types, except in a few areas like 
metropolitan New York. People do not 
consider them luxuries. They are used 
mostly by the lower and middle classes 
by women who do their own housework 


ranges in large 
so in view 
unusual reduc 
for cooking ? 


ot 


y 


1941 





ranges are contributing sub- 
stantially to the American standard 
living of the working man and farmer. 

Fifty-one percent increase in electric 
range sales for the first six months may 
seem like a boom, but it is not out of 
line with the steady increase since 1933, 
which hesitated only in 1938. We may 
estimate nearly 4,000,000 cook stoves of 
all kinds sold in 1940. The number of 
electric ranges sold last year was 450,000. 
An increase of 50% in half a year—only 
113,000—is a very small number com 
pared with the total of 4,000,000 stoves. 
With the trend going so rapidly toward 
electric cooking this increase in percent- 
age of 51% is not to be wondered at. 


As a matter of fact, the indicated demand 


Electric 
ol 


1 











is at the rate of 800,000 ranges for 
1941, althous defense limitations will 
curtail this. Nearly all stove manufac- 
turers are making or are prepared to 
mal RE ee 1] ther 
mak¢ eect anges as Well aS oOtnerl 
kinds 
Electric range manufacturers are pre- 
pared to make all necessary sacrifices to 
the lefense program They have 
ipated erense material shortages. 


ant 
\lready electrical engineers have de 
] hic} being 


ls which 


are 








voioper ew 1 } ‘ 

used irrent elect: range production 
to e nickel, aluminum, etc., without 
mpairing the efficiency and economy of 
electri va), Electric range research 
labor tories are vorkit re it top spe¢ | to 
further reduce the use of vital Defenss« 
materials in electric ranges 


Milwaukee Service Men 

Demand Wage Increase 

MILWAUKEE—A demand 
Wisconsi 


made on members of the 

Radio, Refrigeration and Appliance A 
sociation, by service men for an increas¢ 
of the minimum weekly for senio 


t 
Det 


has 


wage 





service men from $38.16 to $40.80, and 
for apprentices from $22 to $32.16. The 
demand was made that the hourly wage 
scales be increased from $1.25 to $1. 





and that tl 
1 


ie allowance for mileage be it 


creased from 44 cents per mile to 5 
cents 

To meet the situation it was pointe: 
out by a dealer-distributor cémmittec 
that it would be necessary to raise the 
minimum service charge in Milwaukee 
to at least $2 and possibly highe 
Whether or not this could be had from 


the public was a moot question 

Union representatives pointed out tha 
the service men were able to earn mort 
money in other fields and that it woul 
be necessary for electrical dealers t& 
compensate them properly if they 
pected to see enough service men ren 


in the Milwaukee field to function 


Eureka Opens New Minneapolis Branch 
DETROIT 


\nnouncement of the ope 


ing new quarters in Minneapolis b 
the Eureka Vacuum Cleaner Company 
is made by George T. Stevens, vice 


president in charge of sales 


1 


Stevens, who was principal-speak« 
a banquet held in honor of the occasior 
said that the company had moved its 


Minneapolis operation from 10th & Nicol 
l to a new, larger and more 
suite of offices at 135 South 11th 
\. H. Schneider is division n 


modert 


Stree 


et 


Mager 





This group of Hotpoint wholesale distributor salesmen and sales 
the winners in the Hotpoint Company's ten-week Champions Campaign, in which 
300 distributor salesmen were enrolled. 

In the front row, kneeling, third from left, is B. R. Lind, of Graybar Company 


Seattle, Washington, national champion Hotpoint distributor salesman. 


managers are 


Next to 


him is L. M. Stratton of Stratton-Warren Company, Memphis, Tennessee, national 


champion Hotpoint distributor sales manager. 


This picture was taken as they 


visited the Hotpoint Factory, 5600 W. Taylor Street, Chicago, on their way to 
"“Champs' Camp" at Grand Hotel, Mackinac Island. 
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New Universal Display 
Stand 


WHIVERS 4 


SALES HELPS AND LITERATURE 
FROM THE MANUFACTURERS 


EMERSON FANS 


new fan folder 
ition and the fact that an adult bre consumer, illustrating 
400 cubic inches of air every Emerson-Electric fans, is offered 
graphically illustrated in the nev ata- | in reasonable quantity to retailers 
] No. 141, issued by the Ilg The Cooler Fan, a more recent devel- 
ntilating Co., Chicago opment in the ventilating field, becoming 
r the complete line more popular each year, is illustrated and 
t described. Illustrations of a number of 
installations with and without a Plenun. 
Chamber (Suction Box) picture this 
central cooling system in operation. Use- 
ful information on the proper selection 
of fans, and prices are included 
Name and address of retailer is 
printed without charge 
a } 


ILG ELECTRIC VENTILATING 


The relations for the 


and describing 


ip between prope nti \ intended 


] 


} - 
cooier, 


oge ther 
and in- 
auto- 


roof 


Cil, 
g diagrams 





opeller tans, 
guards 
yom ventilators, special 
fans, portable floor fans, and 
’ and volume blowers. 


copies or the 


power 


im- 
new catalog are 
Ilg’s 43 branch | These folders may be obtained by con 

direct from the home office | tacting any Emerson-Electric Wholesaler 
Crawford Ave. Chic Ill. | or writing directly to The Emerson 
1 be sent on request Electric Mfg. Co., St. Louis, Mo. 


ago, 


Meet Kelvinator's ''Salesmaster’’ 


designed this compact, 
stand adapted to full 
display of new heating pads and new 
packaging. The stand, as pictured here, 
holds six pads arranged in sets of two 
and displays gay 
smart window 
This being 
furnished free to dealers with six pads 
at a cost of $15.00 and retail value of 
$23.70 (assortment composed of 2 each 
$4.95, $3.95, $2.95 models in Cedar 
Flannel, Green Blanket Cloth. and Krinkle 
Cloth) 


Universal has 


self-selling new 





on each level 


with 


new 
colors cellophane 


packaging stand is now 


New Evanoil Action Display 


| 





Sea | Sa 


An important part of the 1941 Kelvinator electric range program, a plan that has 
been largely responsible for doubling sales of the company's electric ranges, 


has been a new selling tool called the Salesmaster. Used by the salesman in 
making presentations to prospects on the advantages of Kelvinator electric cook- 
ing ‘What Happens When A Kelvinator Electric Range 
Comes Into Your Home The book, which is the largest and most elaborate 
promotion piece ever devised by Kelvinator, uses 4-color photographic illustrations 
throughout. It contains 99 pages of large-sized photographs. 


the Salesmaster shows 


Frigidaire's ''Little Theatre’ 


The 


Company, 


Division of Evans Products 5) ee 
Detroit, har 

oil-fired space heaters, an- “a Little T 
nounces the distribution of a new two- 

color action window display. This colorful 

new 


Evanair , 
Wh 


manufacturers of FRIGIDAIRE ' 


Evanoil 


healer 


display is a self-contained unit 


equipped with two flashers. Focal point 
s a living room scene in which is shown 


an Evanoil heater 


WESTINGHOUSE LAMP DIVISION 


wwe, 


‘OlOvig 


Frigidaire adds a movie house touch to its demonstration of "quickie" slide films 
with its newly developed “Little Theatre.” Here the miniature stage background 
and screen are being used by an exhibitor for a prospective Frigidaire customer. 


AUGUST, 


Toastmaster ‘Snack Cart’ 


The display above has been called the 
Toastmaster “Snack Cart" which is of 
fered free to dealers in connection with 
several assortments which the company 
are offering for their fall campaign. A 
Powerful advertising campaign in con- 
sumer magazines backs up the fall drive 
and W. E. O'Brien, Toastmaster Sales 
Manager looks to a boom in Christmas 
business. 


Premier " Aire-Matic"’ 


Here is a colorful, new display which 
has been designed especially for use in 
showing Premier “Aire-Matic" cleaners 
Since the advent of the “cylinder-type" 
cleaner, it has been a problem to prop- 
erly display the unit and all its attach- 
ments without cluttering up the dealer's 
window. 

There's a place provided for every clean- 
ing tool on the display, and the display 
itself is particularly easy to set up. 


G-E FLUORESCENT LIGHTING 


Fluorescent lighting, production’s n 
partner, is fully explained in an instru 


tive and interestine 28-page booklet jus 


off the press. This 84x10-in. publicati 
(No. Y-138) produced by General Ele 


tric’s Lamp Department at Nela Park 


Cleveland, shows how G-E 
can be used to virtually roll back t 
roof. The result: “better than d 
light” for industry 

A minimum of and sixty~ 
large illustrations quickly cover such i 


copy 


F” lam 


portant points as the following: benefit 


of G-E Mazda F-lighting, relatic 


‘ 


light to task and eyes; increased produ 


tion and reduced spoilage; light, visi 
and brightness meters for 
illumination; lighting levels 
common production tasks ; 
supplementary 
cury and filament lighting and d 
lamps; typical factory lighting units: a! 
certified Fleur-o-lier fixtures. 


neede 
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industrial lighting; me! 
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general an¢é 
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ider-type 
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ction’s 1 
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measurin 
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eneral and 


ting; mer 
ind drying 
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|DISING 





uum Cleaner Co., Inc., Cleveland, 


» apt intment of the following new 












EW 
DISTRIBUTORS 


PREMIER CLEANERS 
1 Premier Division of the Electric 
jo, takes great pleasure in announcing 


tributors of genuine Premier parts: 


Gen ral Washing Machine Service, 
101 S anford Street, Rochester, N. Y. 
Serv ice or Co., 242 Broad- 
yay, Buffalo, N. Y 

Latta etre Se. 1103 Ohio Street, 
McKeesport, Pa. 

National Vacuum Cleaner Supply 
Co. Inc., 27 East 14th St., New York, 

y 





Ferry Electric Service Co. 127 
Fourth Ave., Pittsburgh, Pa. 

E. M. Tunstall, 314 Brown Ave., 
— Pa. 

E. M. O’Donnell Co., 350 W. Fay- 
ette Street, Syracuse, N. Y. 

W. J. -— 1ams, 2819 Voelkel Ave., 
= uurgh, Pa. 

The Harold E. Saper Co., 806-808 
W. Jackson Blvd., Chicago, Il. 
Mar-Cone Sweeper Co., 905 North 
Ith St., St. Louis, Mo. 

Pearsol Appliance Corp., 2122 Euclid 
Ave., Cleveland, Ohio. 

Buckeye Vacuum Cleaner Supply 
‘o., 10615 St. Clair Ave., Cleveland, O. 
Quick Service Electric Co., Jenkins 
{rcade, Pittsburgh, Pa 


This is in line with the Premier Com- 
y's recently announced policy of mak- 

z genuine, factory-built Premier re- 

acement parts more easily accessible to 
dealer and consumer alike through 
cing prices and increasing the num- 
f distributing points 


IRONRITE 


V. R. Dabney, sales manager, The 
rite Ironer Company, Detroit, Mich 
al, announces the appointment of the 
lowing Ironrite distributors 
S. Barnes, Inc., Jackson, Miss.; 
uman-Warne, Inc., Hagerstown, Md.; 
ain- Bultman, Inc., Jacksonville, Tampa 
1 Miami, Fla. ; Ctece and Ironing Ma- 
ne Co., Cleveland, Ohio;  Ironers 


thwest, Inc., Dallas, Texas; Keith- | 


mmons Co., Inc., Nashville, Tenn.; 
th-Radisco, Inc., Newark, N. J.; 
thern Electric Co., Sault Ste Marie, 
1.; Raymond Rosen & Co., Philadel- 
Penn. ; Southern Bearings & Parts 


a . Charlotte, N. 'C: Wayne | 


Memphis, Tenn.; Wholesale 
iance 7% Little Rock, Ark.; H. E. 


ut Sales Co., Chattanooga, Tenn 


SCHICK SHAVER 


inghouse Electric Supply Com- 
and General Elec tric Supply Corpo- 
have been appointed distributors 
Schick Dry Shaver, Inc., it is re- 
ed by Kenneth C. Gifford, vice 
ent in charge of sales and advertis- 
the electric shaver firm. 


CROSLEY 


Huey & Philp Hardware Com- 

1900 Griffin Street, Dallas, 

has just been granted a franchise 

lle the Crosley line of major 

sehold appliances in the Dallas area, 

lounced by Robert I. Petrie, vice- 

t and general sales manager of 
Crosley Corporation 


R & M FANS 


Meleto Electrical Supply Co., 315 | 
reston, Dallas, Texas, has been 


local distributor for Robbins & 
lans and ventilating —— 
lar is in charge of appliance 
Meleto 











TOASTSWELL 


TAKES THE LEAD --- 
in DESIGN..- 


FEATURES 
and PROFITS! 


Join the Leader this year and reap the 
profits that go with the finest automatic 
pop-out toaster that money can buy. 


As a TOASTSWELL DEALER you can offer 


the only silent automatic toaster that is both 





clock and thermostat controlled — no more 
noisy alarm clock ticking with Toastswell. 





Toast pops out or stays warm in toasting ovens 
until ready to serve, and color selector regulates permanently the 












degree of toastiness desired with one single setting. 


DON’T WAIT ‘til mid season to place your order this year. The 
Toastswell plant is running to capacity with a tremendous log of 
back orders now. Call your favorite Jobber and place your 
season’s commitment of Toastswell products with him today. 
You'll be glad you protected your 1941 profits when he tells 
you how far ahead delivery dates are already scheduled. 





No. 830 


i SS i a a, in oe ee ee er ecan sd wed danesecrds $11.95 
No. 444 4 Slice Automatic Tonster. 0... ccc ccc ccc ccc ccccevcvcvess $15.00 
No. 222T 2 Slice Automatic Toaster and Tray Set........................ $16.45 
No. 222W 2 Slice Automatic Toaster and DeLuxe Tray Set................. $19.45 
Ce ee $9.95 
Ss ee Rk Rae cee re Ae ee $10.95 
No. 961 ee ne ak acawe eke wie nee nes & E> $8.45 


The TOASTSWELL Sempacy 


620 TOWER GROVE AVE. ST. LOUIS, 
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Now On Our Second Million}, 
HOTPOINT ELECTRIC RANGES!’ 








e cnt 
Pro: 








‘ , 4 
| 

4 
+ 


4k pe 


I 
ARLY this year Hotpoint shipped its one millionth electric range—by a boner 
wide margin the first and only manufacturer to pass this figure. We are SUCcegge of th a Pro- 
now speeding on our second million— at a faster and faster rate. The same Clectrical ma — acer 
general story of expanding preference applies to every Hotpoint electric To the, “chandising sd h 


appliance — Refrigerators, Washers, Water Heaters and Dishwashers. 
Accomplishment like this is the only clear title to leadership—the only 
proof smart dealers need that here is profitable business with a solid future. 


More Jobs, More Customers, More Profits For Hotpoint Retailers! 


Today, Hotpoint retailers are enjoying the greatest demand in history. Defense 
employment has released a flood of new purchasing power. People are mak- 
ing money — they want the best. They want most of all the pride that goes 
with owning the latest, finest models. You can do these buyers a favor by 
pointing your selling effort to merchandise which offers plus conven- 
iences. And, if you are not a Hotpoint retailer, you can do yourself a favor 
by investigating this valuable franchise. Edison General Electric Appliance 
Co., Inc., 5620 West Taylor Street, Chicago, Illinois. 















THE NAME EVERYBODY KNOWS!: 





ELECTRIC RANGES - REFRIGERATORS - WATER HEATERS - WASHERS - IRONERS - CLOTHES DRYERS - AUTOMATIC DISHWASHERS - ELECTRASINK - WASTE EXITS + STEEL KITCHEN CABINETS 
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WW SE: 
Cade up 






Dan Packard has been 
named Eastern sales man- 
ager for Kelvinator. 













C. J. Coward, Kelvinator's 





advertising manager, is 

new chairman of MKB's 

range committee. 
Nash-Kelvinator 


A new post, that of vice-president in 
arge of sales, has been created by 
ash-Kelvinator Corporation, and Frank 
Pierce, formerly General Sales Man- 
er of the corporation’s Kelvinator Di- 
on, has been elected to fill it, George 
Mason, president, announces 
Mr. Pierce will direct the sales, ad- 
ertising and service activities of both 
e Kelvinator Division, manufacturer of 


ectric refrigerators, ranges, commercial 


frigeration products, and ice cream 
binets, and the Nash Motors Division, 
Mr. Mason 


tomobile manufacturers, 


\t the same time, several other ad 
ements in the executive organization 
the Kelvinator Division were an- 
iced by Mr. Pierce Charles T. 
m, who has been sales manager of 
sehold appliances, will succeed Mr. 
erce, and will have the title of general 
s manager of the Kelvinator Division. 





e general sales manager of the 
Motors Division is W. A. Blees, 
has been connected with Nash for 


ral years 
her appointments in the Kelvinator 
vision as announced by Vice-President 
ree include that of E. Ray Legg, 
Western manager, as suc- 
to Mr. Lawson as sales manager 
isehold appliances and that of Don 
who has been a member of the 
ator Division executive sales staff 
me time, to succeed Mr. Legg as 
rn sales manager 

executive pe rsonnel advancement 
icement follows the recent an- 
incement of the appointment of T. A. 
trell as manager of the Commercial, 


sales 





+ 


Farts and Service Division of Kelvinator 
arrell formerly was Eastern sales 

nay er of the Kelvinator Division. 
Mr. Pierce came to Nash-Kelvinator 
1939 from General Motors Corpora- 


Frigidaire Division, where he 


i sales. He began his selling 
reer in his home city of Philadelphia 
a retail salesman, and soon worked 


iy to the head of the Frigidaire 
€s organization in that city. His work 





E. Ray Legg has been ap- 
pointed sales manager of 
household appliances. 





Frank R. Pierce has been 
named vice-president in 
charge of sales for Nash- 
Kelvinator Corporation. 


C. J. Bachman will 
charge of all 
sales on the Pacific Coast. 


have 
Kelvinator 





Charles T. Lawson takes 
Frank Pierce's old job as 
general sales manager of 
the Kelvinator Division. 


New Executive Responsibilities and Jobs for Kelvinator Men 


Don Rulo is the new West- 
ern sales manager for Kel- 
vinator products. 
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New Positions 


of the Month 








commanded attention and he was brought 
to national headquarters of Frigidaire at 
Dayton, Ohio, in 1932 and soon was 
made manager of the entire Household 
Sales Division of Frigidaire. He re- 
tained this post until he joined the Nash- 
Kelvinator organization. 

Under Mr. Pierce’s selling direction, 
the Kelvinator Division of the 
corporation showed tremendous gains, and 


sales of 


today Kelvinator household refrigerator 
sales are approximately four times as 
great as they were when he assumed 
command of the sales organization. 
Mr. Lawson’s selling experience has 
been similar to that of Mr. Pierce. He 


has been identified with the electric ap- 
pliance business for 20 years, and came 
from the Frigidaire sales executive or 
ganization in Dayton, Ohio. 


Manning-Bowman 


John A. Underwood, long associated 
with various branches of the housewares 
and appliance industry, will be the new 
president of Manning, Bowman & Co., 
according to a recent announcement. 

Mr. Underwood succeeds H. B. O’Brien 
as president and managing head of the 


firm. 

Mr. Underwood resigned early this 
year from Montgomery Ward & Co. 
with whom he had been connected since 
1933 as management executive covering 
both operations and administration. Prior 
to joining Ward’s, he was associated with 
the Favorite Stove and Range Company 
of Piqua, Ohio, first as advertising man- 
ager, subsequently sales manager, and 
finally as president of the company. Mr. 
Underwood was for a number of years 
managing head of the Great Western 
Stove Company and Great Western 





1941 





Appliance 
president of the 


Company and is 
Stove Manu 


Association. 


H. 


W. 


manager of 


Eureka 


Bureka Vacuum 


a past 
facturers 


3urritt, president and general 


Cleaner 


Company, announced today the election 
A. Evans as treasurer-comptroller 


of E 


of the company succeeding Clark 
resigned 


nett 


Ben 





E. A. Evans has been ap- 


pointed _ treasurer - comp- 
troller of Eureka Vacuum 
Cleaner Co. 


Prior to going with Eureka, Evans for 


sever al 
lreasurer of the 


years was Vice 


and 


Company prior to that 
Ernst & Ernst, certified public 
ants. 


President 
American Gas Machine 


and 


was with 
account 









Tom Farrell is head of the 
Commercial Parts & Ser- 
vice Division of Kelvinator. 


George Whitney resigned 
as Norge ad manager to 
tecome advertising copy 
chief of Kelvinator. 


Airtemp 


Henry Knowlton has been appointed 
as sales promotion manager of the Air- 
temp Division, Chrysler Corp., accord- 
ing to the announcement by D. W. Rus- 
sell, president. Mr. Knowlton will study 
the application of air conditioning, re- 
irigeration, and heating equipment to 
selected vocational fields as part of the 
company’s new dealer development and 
field training program. 





Henry Knowlton is the new 
sales 
of the Airtemp Division of 
Chrysler. 


promotion manager 


For the past four years Mr. Knowlton 
has been a member of the editorial staff 


of Air Conditioning & Refrigeration 
News, reporting activities of the air con- 
ditioning industry. In this capacity he 
has covered most of the country, reflect- 
ing progress in air conditioning with 
signed articles and news stories 

During 1939 Mr. Knowlton did pre- 


liminary organization work in connection 
with the National Air Conditioning Asso- 
ciation, and has served for the past four 
years as secretary of the Air Condition- 
ing Association of Michigan 
(Continued on page 64) 


PAGE 55 















REFRIGERATORS 


data tee wae STATISTICAL BAROMETER sino: son te 190 


ELECTRIC ROASTERS 


Npara 









































spltes wut ah On wind n each in “unit volume, and more than doy}j 
os ¥ months of te — _« 7 A DIGEST OF FIGURES INDICATING THE it in dollar volume, the June 194] a 
‘ ne 1941 volume of 378,054 house- PROGRESS OF ELECTRICAL APPLIANCE SALES of household electric roasters of the oy 
said electric refrigerators Hikewise brolk 15-quart size totaled 20.863 nits 
all existing records for June sales compiled by Marguerite Cook carried a value of. $293,095. in act 
Thus, with the month’s volume ranging : percennees, the unit gain tor the ny 
14.93% over June 1940. the six months’ : was 75.03%, while the dollar gain, g 
cumulative has reached a total of 2,451,937 Market Analysis Department by the jump in average price from §| 
refrigerators, or 31.25% ahead of com Electrical Merchandising in June_1940 to $14.05 in June 194 
parable sales of 1940. Already, therefore, up 17.54%, . 
the 1941 business has exceeded the output According to further data contai ned 
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Pn ; . gape ome: a Nema, the helt 
of the full year of 1937, and comes only VACUUM CLEANERS PORTABLE IRONERS the current report of Nema, the halj 


. - - if * cp, he 
266,777 units within equalling the full mark of 1941 has surpassed the comm 























































































































































































































































































































































































































































































































year of 1940—both of which were record Since 1936 the normal trend in floor The progress of portable electric iron- ye grag rt pie by a separ BR s hi 
years for the industry. Following are ¢| r sales has been for June to drop ers continued throughout June, with the ra Oe ee re ee ho 
- « eh ¢ ot ‘ ; leaner sales has been [oF . ; e> tar and average prices $12.11 in 1941 ag, sho’ 
EEI estimates of industry sales, based on appr roximately 25,000 units from the May month’s business rising 252.05% over $11 9 All ie i le rendan 
Nema shipments: vi lume of the preceding month. In 1941, June 1940 in unit sales and advancing in pan ome ieta te Te ae et at 1000 C 
June 1941. 378 ,054 refrigerator however, with the current report of the average retail price from $27.68 to $29.26. pets ol een wt ta eather 0 mye erested 
Jane 1940 328.950 refrigerators Vacuum Cleaner Semsiactucers Associa- For the half vear period of 1941 versus ’ ae pects 
6 Mos. 1941.... 2.451.937 refrigerators tion at hand, it is noted that June is 1940, the comparison shows 1941 with Over-15-Quart Capacity 
6 Mos. 1940... 1,868,211 refrigerators jown but 10,000 units from May, while at unit sales totalling 59,658 units, or June 1941 10 863 old 
an 2 the same time 22.20% in advance of the 259.60% ahead, and average prices $2865 — 11.919 : 
Saturation, January 1941 — 16,100,000 = }949 comparative this year against $27.14 last year. It is $ Ales  emaletameing 95'445 room The s\ 
homes, or 63.0% of total wired homes. For the six months’ period, therefore, also interesting to note from the current ; Mos. eater 64 4¢ , oases, § 
> of = ~: the 1941 floor cleaner sales amount to report of the American Washer & Ironer pee ee eS eheesben vuewOG FOGRREITT . 
Refrigerator Sales, by Sizes of Bores 94.132 hich is a new high ¢ Manufacturers’ Association that of tl Saturation, January 1941 — 1,24,qmpor™ 
(NEMA Only 894.132 units, whi h is a new high for Manufacturers’ Association that of the Sa urat eos y 7 ed th 
: the period, surpassing comnarable sales total 122.483 ironers sold in the six homes, or 4.9% of total wired hon 
; . 6 Mos. 6 Mo A of 1940 by 17.36% and of 1937 by 5.59%. months of 1941. the portables account for red | 
Cu. Ft Size 1941 ° 1940 ¢ hange With hand cleaners the picture is 59,658 or 48.7%, while the standards ac- ’ ee 
ze + ~ hyd Rng ots an 0 brightened by the fact that the June count for 62,826 or 51.3%. > the 
6 ; 6 99 1 774.265 1 383'S31 +2824 1941 volume of 35,783 units was the June 1941 8,435 portable ironer ng pl 
to 0 444,20 > al TLO.2 ce athe ° » 3 1 a » - os . 6,435. é > TS 
7 to7.99 168,191 21,844 +669 96 a an mney — 4 ea ge" June 1940 ; 2,396 portable ironers RETAIL SALES base $l! 
8 and over 226,595 145,689 +55.53 the June sales repre sent a gain of 48.87%, © Mos. 1941.. 11,848 portable ironers Based on figures supplied by 288 6.67. 
while compared with June 1937 the gain ° Mos. 1940... 6,175 portable ironers the D oe nt A tC mmer r the 
Total NEMA2,280,448 1,737,058 +31.28 is 4.06% . ; an on inoue 19% in retail no ahs Mir 
‘ s = F as be] a tH 1 
7 On a comparative basis for the six trical appliance dealers throughout HBted t 
months’ period, however, hand cleaner v country for June 1941 versus June | the 
ELECTRIC WASHERS sales of 1941, while totalling 233,936 By geographic regions the increases wilivertis 
; units or 36.62% upwards of 1940. are as follows: an 
While casual inspection of the current short by 16,456 or 6.57% of the all-time RANGES Lory 
wrt of the American Washer & Ironer record of January-June 1937. No. of June % Cha 
Manufacturers’ Association reveals a , Higher by at least 3,000 units than the Dealers 1941 vs. 6 
init gain of 69.65% in June 1941 sales June 1941. 146,889 floor cleaners & output of any previous month of 1941, N.E..... 18 $223,976 +2 
f household electric washers, epmpared J 940 pe mane Geaners & the June volume of household electric M.A..... 38 477,427 +! 
with June 1940, a closer study points not June 194 12 200 floor cleaners ranges (Nema members only) totalled E.N.C... 55 1,193,822 +25 
mly to the higher gain of 83.14% in re- 6 £037 hand cleaners 68,629 units. Thus while the gains for W.N.C... 22 157.853 +23 
tail dollar volume, occasioned by the © Mos. 1941.. $94,132 floor cleaners & previous months of 1941 have ranged S.A.. 10 120,914 +18 
jump in average price from $71.43 in 233, 936 hand cleaners from 38% to 56% in excess of com- W.S.C. 13 126,952 +19 | 
June 1940 to $77.11 in June 1941, but to © Mos. 1940.... 761.846 foor cleaners & parable 1940 sales, the June gain amounts Mount... 34 202.825 +2! 
the fact that of the current month’s sales 171,233 hand cleaners to 105% over June 1940. ie 98 494,824 +1) 
the $70-and-over models took 39% of the Saturation, January 1941 — 12,552,100 As a result, the Nema electric range —_—_ —————-_ —" Ee 
total, versus 27% a year ago homes, or 49.2% of total wired homes. members have sold a total of 363,633 units Total.... 288 $2,998,593 +i1)RR’ 
Che report shows that whereas in June in the first six months of 1941, which is sah; 
1940 the $70-and-over classification ac- . not only 58.98% in excess of the 1940 : , 
counted for 27,780 units, at an average comparative but is only 40,606 units short v ded 
retail price of $110.64, the June 1941 out- of the full year’s volume of 1940, the year , 














out of this price group included 69.276 STANDARD IRONERS when all previous records of electric range 
sold at an average of $109.06. Moreover sales were broken. GAS ENGINE WASHERS 



























































































































































































































































































































































































































































































































































§ these 69.276 washers. 31.390 carried The current report of the American , a . 
an average of $140.07 and 37.886 an aver Washer & Ironer Manufacturers’ Asso- June 1941............. 68 ,629 ranges Advancing 45.61% above unit sales 
age of $83 6 ciation discloses a gain of 5,673 ironers, June 1940 hrciedinks 33,403 ranges the 1940 comparative, but dropping 
As for the six months’ picture, the 1941 or 91.87% in June 1941 sales of standard ) SS eee 363 ,633 ranges average price from $89.74 to $88.46, 
umulative stands 40.77% ahead of 1940 ¢lectric_ ironers, compared with June 6 Mos. 1940........... a we ort WN 316 an Tt few ae 
in unit sales, 49.09% ahead in total retail 1940. This gain was divided among the — Saturation, January 1941 — 2,865,000 2 Sta! OF Dt) units. his vou: 
lollar volume, and average prices $72.25 Various price groups as follows: 2.736 jomes, or 11.2% o of total wired homes. ever, was by no means a record lor 
this vear against $71.05 last. By price ironers in the $80-and-over group, 2,439 , month, since in all three years of ly 
lassifications the six months’ comparison i” average price from the 1940 figures, the 1936 and 1937 the _June volume rant an 
with 1940 reveals a loss of 10.27% in the $30-$49.99 models. It is also interesting from 14,898 to 20,764 units. Tt she 
Below-$40 models, offset by the following t® note that while both the $30-$49.99 v be noted, also, that of the additional 3: 
rains in the other price groups: 17.74% models and the $50-$79.99 models fell off gas washers sold in June 1941, compa 
n the $40-$49.99 group. 41.98% in the in average price from the 1940 figures. the with June 1940, 3.476 were of, the OM The 
$50-$69.99 group, and 68.39% in the $70 DSU oad over models rose from $105.97 WATER HEATERS and- over class, with 69 in the Below4 
sae Syncing wes to $107.35 new group. 
, " On a comparative basis of 1941 versus Nema reports a total of 17,416 house- Thus for the six months’ period, ° 
June 1941 177,049 washer 1940 covering the six months’ period. the hold electrically-operated water heaters, cumulative gain of 1941 over | 
June 194 104,363 washer figures reveal gains as follows: units. storage type, sold by its members in June amounts to 13,969 washers or a unit 
6M 1941.. 1,024,533 washer 33.22%. retail dollar volume. 35.86%. thus extending the cumulative volume crease of 28.06%, with the retail d 
M 194 727,790 washer und average prices $84.51 this year against for the six months’ period to 86.771 units. volume 25.92% ahead and average pri 
sturation, Tanuary 1941 15.600.000 $82.87 a year ago ; In comparison with 1940, the 1941 June $86.68 in 1941 against $88.15 last 
ann r 61.1% of total wired hor Tune 1941 11.848 ironers volume stands earl ahead, with the Following record of industry sales co 
1 : Tune 1940. 6175; ener six months cumulative up 57.47%. <A from the American Washer & Ir 
isher Sale Price Group oun : oe further study of the Nema reports re- Manufacturers’ Association: 
Averagi 6 Mos. 1941.... 62,525 ironers = veals the six months of 1941 only 11,234 
Reta 4 6 Mos. 1940... 47,159 ironers units short of the full year’s volume of June 1941......... 11,316 gas wa 
Unit Price Tota Saturation, Januarv 1941 — 1,684,800 1940, and only 6,373 short of the full year June /940......... 7,771 gas wast 
Below $40.4 homes, or 6.6°, of total wired homes. of 1937—the two years in which industry 6 Mos. 1941....... 63,755 gas wast Mi 
6 Mos. 1941 $3,863 $38.57 4.28 ; is sales were greatest. 6 EGR FO oo seces 49,786 gas was . 
6M 1940 48.885 $38.63 6.72 Standard Ironer Sales, by Price Groups i ; 
$40-$49.99 Average June 1941....... 17,416 water heaters Gas Engine Washer Sales, by Prices 
6 Mos. 1941. 184.565 $47.61 18.01 Retail % to June 1940........ 11,492 water heaters Average % 
5 Mos. 1940. 156.754 $47.78 21.54 Uni Price Total 6 Mos. 1941...... 86,771 water heaters Units Price To! 
$50-$69.99 $30-$49.99 6 Mos. 1940...... 55,102 water heaters Below $70.00 
6 Mos. 1941. 447,007 $63.38 43.63 6 Mos. 1941. 5,124 $43.30 8.16 Saturation, January 1941 — 850,000 6 Mos. 1941. 13.306 $63.79 2 
6 Mo 1940. 314,835 $63.93 43.26 6 Mos. 1940 7,522 $41.26 15.95 homes, or 3.3% of total wired homes. 6 Mos. 1940. 15,181 $66 81 x 
$70-$99.99 $50-$79.99 $70-$99.99 TI 
6 Mos. 1941. 200,492 $85.02 19.57 6 Mos. 1941. 25,888 $67.75 41.20 By geographic areas, the -six months’ 6 Mos. 1941. 41,247 $83.75 # 
$100 & Over 6 Mos. 1940. 14,353 $68.00 30.44 1941 water Seaane business divides as fol- $/00 & Over 
6 Mos. 1941. 148,606 $142.49 14.51 $80 & Over lows New England 3.78%; Middle 6 Mos. 1941. 9,202 $132.87 14 
$70 & Over 6 Mos. 1941. 31,813 $104.79 50.64 Atlantic 10.01%; East North Central $70 & Over ; 
6M 1940. 207.316 $107.12 28.48 6 Mos. 1940. 25,284 $103.70 53.61 25.81%: West North Central 10.55%; 6 Mos. 1940. 34,605 $97.51 0 
Total Total South Atlantic 21.81%; East South Cen- Total : 
6M 1941. 1,024,533 $75.25 100°, 6 Mos. 1941. 62,825 $84.51 100% tral 8.91%; West South Central 2.55%; 6 Mos. 1941. 63,755 $86.68 10 
6M 1940 727,790 $71.05 100% 6 Mos. 1940. 47,159 $82.87 100% Mountain 4.25%; Pacific 12.33%. 6 Mos. 1940. 49,786 $88.15 10 
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The emphasis on radios, refrigerators 
{ table appliances which has occupied 
attention of the electrical industry 
San Diego, California during the 

r months is to be continued dur- 
August. In September washers and 
ners are to take the center of the 
hoe. 


s * * 


e 100 manufacturers participated 
the air —— and heating expo- 
‘on which was a feature of the con- 
rent conventions of the Heating, Pip- 
g and Air Conditioning Contractors 
sional Association and the American 
iety of Heating and Ventilating En- 

s held June 16-20 at San Francisco. 
q . te filled the Civic Auditorium. 
Hendance was by invitation, some 
1000 cards having been sent out to 
erested members of the trade and 
ospects. 

** * 


The successful campaign on electric 
ges staged by the Pacific Gas and 
ect tric Company throughout northern 
ifornia during the spring was fol- 
ved this summer by a two-month cam- 
m on electric water heaters, which 
red June 2nd. The principal feature 
sa $10 discount to the public and 
r the dealers, a cooperative adver- 
ng plan which enabled them to pur- 
se $100 worth of tie-in advertising for 
667. Evaporative cooler promotion 
r the hot central valley districts was 
intinued through June. Bill stickers 
| direct by mail bulletins were di- 
tel to a selected group of customers 
; the power company. Newspaper 
vertising was also devoted to the sub- 
t of adequate wiring, while electric 
kery received support in the utility's 
ectric districts. 


W. R. Turpin of Fresno, California 
s recently opened his second household 
mishings store in that city. The new 
ane, which is located in an outlying 
siness district, will carry a complete 
¢ of household furnishings, including 
pliances and radios. Mr. Turpin 
ated in as a specialist in washing 
achines and vacuum cleaners, opening 
s first store in Fresno in 1912. He 
ied other electrical appliances as they 
came available and a few years ago 
panded his store to include other 
ome furnishings. The new move pro- 
des needed space for the fast growing 
usiness, 
+ * . 


The Graybar Electric recently moved 
Dp its new plant at Sacramento, Cali- 
mia. Formal opening was celebrated 
an open house party on July 18. 


s*- * * 


The life of an electrically outfitted 
oung married couple was portrayed in a 
res of clever June ads run by the 
bureau of Radio and Electrical Appli- 
nces of San Diego, California. Help- 
ig prevent the first quarrel by ensuring 
vod cooking results, providing a de- 
cious dinner for the time the in-laws 
ome to their first meal, and meeting 
ne emergency when a critical “gang” 
ops in for a Sunday evening snack 


tre among the subjects treated. 


* * * 


Meier & Frank of Portland, Oregon, 
ho believe in doing things ina big way, 
tcently ran an “around-the-block” series 
{ window displays featuring the newest 


tigidaire models. 


a. ae 


The all-dealer refrigeration ealee pue- 
] 


notion staged by the Northwestern 


ric Company of Portland, Oregon, dur- 
ng the spring resulted in the sale of 
1 refrigerators in one month. One 
{ the features of the event was the dis- 
lay of fifteen national lines in the 
xhibition staged in the power company’s 


Mees during the campaign. 























Western 


EWS FLASHES 





"Young Defenders" 


Three hundred children of the Indian Village section of Detroit, Michigan, recently 
started what may become a national movement. 
Defenders to school themselves in activities useful in the national emergency. 
Here Arthur H. Kitson, Norge electric range and water heater sales manager, is 
demonstrating to one of the cooking classes the simplicity, safety and coolness 


of Norge electric cookery. 


Learn to Cook 


They formed the Detroit Young 





Seventy four dealers of Portland, Ore- 
gon, sold 456 waffle irons in a combina- 
tion offer with a package of waffle flour 
during the month of May. Last year 
during the same period these same firms 
sold 115 waffle iroms—a tribute to the 
value of the promotion. 


* * * 


After a period during which they 
confined their activities to commercial 
refrigeration, the Home Appliance Com- 
pany of Vancouver, Wash., is again sell- 
ing a full line of Kelvinator home 
appliances. 


The Powers Furniture Company of 
Portland, Oregon, has installed a modern 
electric kitchen in its basement electrical 
i i ill, heading the depart- 
ment, plans a series of cooking schools 


The Calef Furniture Company of Port- 
Oregon, have doubled the space 
of their store, giving the electrical de- 
partment the preferred location. 








ticular and electrical appliances in gen- 
eral were featured by Meier & Frank, 
Portland, Oregon, department store, dur- 
ing that city’s annual Rose Festival. 
Electrical equipment was displayed on 
every floor. Two windows were devoted 
to “yesterday and today” displays of 
kitchen equipment. Yesterday showed a 
kitchen with green shades, tin sink and 
hand pump, with a wood stove and one 
carbon filament lamp. Today was com- 
plete with every electrical convenience, 
set off by the latest in adequate lighting. 


s* * * 


The Pearlman Furniture Company of 
Portland, Oregon, have outfitted one 
window as a model kitchen (all-elec- 
tric), adding three other adjacent win- 
dows as bedroom, dining room and living 
room. Electric features are prominent 


in all. 
. * * 


The Beaver Appliance Company of 
Portland, Oregon, has recently opened 
its East Side store, featuring major 
appliances and heating equipment. 


> + * 


The Woodland Hardware Store of 
Woodland, Wash., recently celebrated its 
third anniversary by a three-day open 
house during which Mr. and Mrs. V. H. 
Andrell served cake and coffee to friends 


and customers. 
* . 


Portland Oregon, dealers: Redeco- 
rated—Hunter Radio and Appliance Com- 
pany; Relighted—Marks Household Ap- 
pliance Company; Moved to larger quar- 
ters—Chown Hardware Company. 


e * * 


Grote-Rankin’s, Seattle furniture store, 
recently moved into larger quarters, cele- 
brating its opening with a page of pub- 
licity and advertising. A new appliance 
department under the direction of Wm. 
A. Mitchell occupies prominent space 
on the ground floor. 


* * * 


Quoting monthly terms as well as 
prices, Frederick & Nelson of Seattle, 
Wash., recently devoted a two page 
advertising spread to the possibilities 
in all-electric economy arising from the 
all-electric rate featured by Seattle 
utilities. 

** * 


August will be refrigerator month for 
dealers in the territory of the Puget 





Apex Western Division Locates in Western Merchandise Mart 





New headquarters for the Western divisional headquarters of the Apex Rotarex 
Corporation are now located in the Western Merchandise Mart, San Francisco. 


The old address was 71! East 8th St., Oakland, Cal. 
sales and service activities throughout eleven western states will be directed 


under the guidance of E. D. Hotaling. 


From the new headquarters, 





E. D. Hotaling, Western division man- 
ager of Apex Rotarex (above) and 
W. H. Sheehan, Northern California dis- 
trict manager, will have their offices in 
the new headquarters. 
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E VERY American Homemaker can now gratify 
her heart's desire... a beautiful kitchen with mod- 
ern conveniences .. . without too greatly stretching 


the family budget. 


Auburn Central all steel Pak-Age Kitchens include 
cabinet sinks, base cabinets, wall cabinets, utility 
cabinets ...in multiple sizes that make simple in- 
stallation of a complete ensemble or only a few 
pieces. They have the eye-appeal of beautiful 
streamlining . 


. the pocketbook-appeal of moderate 


prices. 


It's the line with unique selling features . . . the line 
that will let you capitalize on the nation-wide boom 
in new home building, remodeling and moderni- 
zation. This great new market offers big profits to 
wide awake dealers who have the right merchandise 


to sell 


The Auburn Central franchise is a guarantee of in- 
Good terri- 
Write, phone or wire for our 


creased volume and generous pro fits. 
tories still open 


pro posits ni 


\ AUBURN CENTRAL MANUFACTURING CORP. 


CONNERSVILLE, INDIANA 





Sound Power and Light Company. 
Meetings of dealer salesmen are planned 
as part of the promotion. 


* * * 


The Washington Water Power Com- 
pany took top award for its 1940 per 
formance in the electric water heating 
field, and also won second place in the 
George A. Hughes competition for not- 
able performance in promoting electric 
cookery. Both awards were conferred 
at the annual Edison Institute conven- 
tion held this year at Buffalo. This 
is the second time the Washington com- 
pany has brought home the trophy for 
electric water heating, having won first 
rank in 1939. It also won the Coffin 
award in 1939, 


* * * 


By request, the salesmen and home 
advisers of the Washington Water Power 
Company are to be offered a course in 
public speaking during Julv and August. 
This is part of the utility’s program of 
salesmen education in response to needs 
and desires expressed through a survey 
made among the salesmen themselves. 


* * * 


Lucile Ramirez, home service director 
for the Washington Water Power Com- 
pany was recently guest instructor for 
the home economics classes of the Uni- 
versity of Idaho at Moscow, demonstrat- 
ing electric range use. 


* * * 


A fluorescent lighting sales training 





course was recently offered salesmen - 
the commercial department of the Wash- 
ington Water Power Company, June 
16 and 17. 

* * 


The Puget Sound Power & Light 
Company recently won the Public Utili- 
ties Advertising Association regional 
award for the best public relations ad- 
vertising, as announced at the Associa- 
tion's Boston convention. It also won 
regional honors for the best employees’ 
publication and the best ied mer- 
chandise advertising campaign 


s- * * 


Forty five members of the local grange 
listened to Idaho Power Company home 
service adviser Leona Anderson present 
an electric range demonstration at the 
Brogan community club house recently. 


* * * 
The Havemann Hardware Company 


of Salmon, Idaho recently sponsored an 
all-electric kitchen demonstration and 





cooking school, presided over Ma: 
ret Minty of the Idaho Power Comp 


* * * 


At Weiser, Idaho, the Local Prog, 
Club, meeting at a private resid. 
enjoyed a cooking demonstration 
lecture on nutrition furnished by the |} 
home service adviser of the Idaho Po 
Company. Forty six members fg 
the talk. 


s- * * 


The home service department of 
Idaho Power Company, under the dj 
tion of Margurette Reinhart, this 
won second place in the national Ly 
McCall award competition for outstg 
ing home service work during 194) 


* * * 


What was formerly the radio “sty 
used for the demonstration of radio 
by the Hon Electric Company of B 
Idaho has been turned into a Be 
demonstrating room, with excellent 
su'ts in increasing customer interes 
washing equipment. 


> * * 


When local manager Harry Putzie 
the Shoshone office of the Idaho P 
Company found that his truck was 
available. he made good on his pr 
of prompt delivery of a roaster and¢ 
tric washing machine by carrying 
one under his arm and trundling 
other down the street to the custon 
home. 

* * * 


A small range selling for $86.50 
cluded among the cooking devices { 
tured in the Montana Power Compz 
cooperative electric cookery campa sine 
This is popular in homes where spa _ 
restricted or where income makes 1 
lower price attractive. All ranges ane 
sold installed at a $15 markup, wa, uf 
provides for wiring and installation : 
surplus on ranges sold to already w co 
homes going into a fund to take care wexed 
the additional charges where new with... 
must be provided. Record of the if... 
twelve weeks of the campaign shows @) ;.. 
ranges sold, 360 of them by dealers; BF s9¢ 
water heaters, of which dealers accounl, ~ 


° “ bor 
for 52; 369 hotplates and 56 roaster . 


mon 

* * * ance 

apo 
The Butte office of the Montana P 
Company has recently added two m 
kitchens to the equipment of its s 
floor. One is located on the stage 
the auditorium for use in presen 
demonstrations before prospects 
dealer salesmen rroups and the othe 
a work kitchen, where home service g 





Crosley 'Showmobile” 


vee ° ea 


PPLIAR EL 


ev tars 


The Connecticut Appliance Distributors’ Corporation is using this trailer to take 


appliances directly to the stores of prospective dealers. 


"Showmobile”. 


shown with the trailer. 


AUGUST, 


They call it the Crosley 


At one end of the trailer sound film is shown on a screen, ond 
prospects see a showing of all Crosley products. 


Executives of the company are 
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2 
RM ooin:'s golden millionth range was | 
‘ly on display in the window of the | 
-, Pacific Power Company at Reno, | 
14 where it was referred to by 
Pome Hotpoint dealers. 


* * * 


Silver State Appliance Company 
Nevada, announces its appoint- 

al Maytag dealer. This com- 
sells Kelvinator refrigerators on 
plan, with a 17¢ per day rate. 
ran a midsummer warehouse 
sale on ranges, washers, and 
liances, with some new equip- 


| and a supply of trade-ins to dis 


mete 
L 


* * ” 
e 12 was “Grand Opening” night 
the Home Furniture Company of 
Nevada. This firm, which 1s in 
year, recently moved into a new 
expanding all its departments 
appliances, under B. H. Robin- 
e located in the basement of the 
One of the interesting fea 
to be the display windows in 
rm of a series of life-size rooms 
are built to represent the various 
a home, complete with doors, 
ws, ceiling and lighting, except for 
ith wall which faces to the street 
including two electric 
floor lamp were given away during 
three days of the formal opening 





roasters 


- * * 


ah's “Cool Cooking” campaign on 
s and hotplates which was carried 
y dealers and power company 
hout June and July is reported to 
produced excellent results. The 
sales promotion staff of the Utah 
r and Light Company was widely 
{1 upon for classes in the use of 
appliances before dealers, dealer 
smen and their wives. Dealers later 
sored schools for prospects. Final 
rts show that the three-month spring | 
ranges and water heaters re- | 
lin the sale of 1,605 electric ranges 
208 electric water heaters, 22.9 per 
above quota. Business for the first 
months of the year in the two major 
ances in this district was 41 per 


above figures for 1940 


ded two mi 
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1922 Eureka Traded 


Bernhard's, Eureka dealer in Raleigh, 
N. C., discovered what they believe is 
a new all-time low for home-cleaning- 
equipment cost this month when Mrs. 
Nancy T. Adams ef that city traded in 
her old 1922 Eureka for a new 1941 
model. Careful estimates show that the 
cleaner, used constantly for 20 years, 
cost Mrs. Adams less than five cents a 
week. Mrs. Adams is pictured here with 
both the new and the old Eureka. 


That the sales training class sponsored 
by the electrical industry which recently 
prepared a group of young men in their 
senior class at Weber College, Ogden, 
for electric appliance selling, has already 
paid dividends is shown by the record 
of Charles Daniels, one of the trainees, 
who worked as a part time salesman for 
the George A. Lowe Company while still 
finishing his education at college. Dur- 
ing the month of May young Mr. Daniels 
sold ten refrigerators and two ranges 
in his off hours 


Airtemp's Mechanical Grandma 


—_ 





HAND FAN 


eo 


The mechanical grandma" above sat and rocked all day long at the interesting 
exhibit of the Airtemp Division of Chrysler Corporation during the Dayton Cen- 
tennial sponsored by the Dayton Chamber of Commerce last month. “Grandma”, 
of course, demonstrated the difference between her day and the year-'round air 


conditioning equipment of the company. 
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Every year more people buy 


EVERHOT 


RAY-VECTOR ELECTRIC HEATERS 
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@ Combines both radiant and heat 
circulating operation. 40 reflecting surfaces. On- 
and-off switch. Safety switch. Foot pedal damper control. Rich 
two-tone baked enamel finish, chrome trimmed 
Model No. 815. Lists at only $8.95 


@ Steadily mounting popularity of Everhot Ray-vector 
makes it the outstanding room heater today. Tested and 
proved in store and home, Everhot Ray-vector gives you 
established acceptance in addition to obvious superiority 
in performance and sales appeal. More than ever before 
the public will demand such a unit this fall to save 
other fuel, to guard health and comfort from morning 
chill, cold rooms, sudden drops in temperature. Order 
your Everhot Ray-vector stock early. 


THE SWARTZBAUGH MFG. CO. 


MANUFACTURERS OF EVERHOT RANGES 
ROASTERS AND APPLIANCES 
TOLEDO, OHIO, U.S.A. 
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Ohio Wins All the MKB Display Honors 





“Who Says . 


TIME 
doesn't ( 




















The Ohio Power Company, Tiffin, Ohio, office received First Prize in The Modern 
Kitchen Bureau's new Electric Water Heater Floor Demonstration Contest fo; 
the Spring of 1941. D.N. Merrell, manager of residential sales, received the cash 
award of $100. C. M. Griffin, Ohio Edison Company, won the second prize. 


€ . 








a TELECHRON is gunning 


2 MILLION = 


Sa tfc 





for the guy who claims that “Time 


doesn’t pay.” 






® He'll make the rascal 
SNUG, Model 3H95. For eat his 


desk or table. Brown wood words — or at least admit that he 
a oe +s + 6 Oe wasn't talking about Telechron 


time! 






















® For Telechron is easily the best 


known name in the electric clock 





: . The Youngstown, Ohio, office of the Ohio Edison Company is the winner of The 
industry. And Telechron national Modern Kitchen Bureau's spring of 1941 Electric Water Heater Window Display 
advertising keeps it that way! Contest. C. M. Griffin, Display Manager, submitted the display and received 


the First Prize of $100. The Philadelphia Electric Company, Philadelphia, Pa., 
was named as the winner of the Second Prize. The display was submitted by 


* To you, that means that more W. Gilbert Brown, Supervisor, Bureau of Exhibits & Displays, who received the 


: h award of $50. Ten other companies received third prizes. 
' customers will ask for Telechron — P P 
CAFE, Model 2H07. Kitchen = 
wall clock. Plastic case. clocks than any other kind — and 
Choice,5 colors. . . $4.95 | _ Louis Olivetos, manager and owner of | ment has added a complete line of s 
ask more often. Olivetos Furniture and Hardware Store | appliances to the major appliances 


at Price, Utah recently installed an all- 
electric kitchen in his home. Now he is 


ready handled 


’ ° * * * 
* You'll be just as proud of these | using this model installation for a series 
. of demonstrations for prospects, con- | : , . 
handsome, fast-moving clocks as ducted by a Utah Power ‘aaa’ Uioha Dorris-Heyman of Phoenix, Ariz 
dealer sales promotion representative. | Tecently encouraged refrigerator sales 


Father Telechron is, when you see The first group consisted of fifteen Price offering a Mixmaster set as a prize 


housewives who contemplate building or | 4 drawing to be made from among ' 
the newest models. remodeling their own homes in the near | Purchasers of Frigidaires during at 
| future. week period. The old ice box was 4 































| . 
. , “- cepted as down payment during 
* Better get in touch with your | emt. 
oT . The M & M Appliance Company of | Oe 
distributor right away. Folks are Salt Lake City has recently moved to ; 
. : new quarters to take care of expanding | The Southern Colorado Company 
going to buy Telechron time from | business. Proprietor is Allen Baker. | Pueblo, Colorado featured refrigerat 
CUSTODIAN, Model 7H113. ‘ . : during July. August starts a_ thre 
Alarm. Brown wood case. somebody — and it might as well aR Oe month c mixes on ranges and wat 
, . ' heaters. I.E.S. lamps will receive § 
Retail . . . . « . 96.9% be from you’... Time DOES pay: Steady growth in the business of Rog- | cial attention hs September. 
erson’s Music & Appliance Company of | 
Salt Lake City has led to a recent move > oe ; 
to larger quarters, next door to the The belief formerly held that in 








former store. Mr. Rogerson staged a | red lamps protect against frost was ¢ 

grand opening”, featuring an astrologer | nitely disproven in a test recently 

and author, who cast horoscopes for visit- | ducted by the University of Califor 

ng customers during the afternoon and | College of Agriculture at the request 

evening. the Committee on the Relation of E 
* * tricity to Agriculture. 






















New Kelvinator dealers in Bingham ~ S 
REG. U. S. PAT. OFF Canyon, Utah are Bryan Bird and C. C 


Colyan, co-owners of the Standard Ap- Questions of the future of rad! 
ELECTRIC CLOCKS | pliance Company. the electrical dealer will be di “uss 
at the 14th annual Radio and Appl 


- - | oS 2 Trade dinner which will be held « : 
REPORTER, Model 7H117. © All with the famous self-starting Telechron | 6 in the Me rchandise Mart, San Fra 
Alarm. Brown plastic, $2.95. 












motor, sealed in oil for silence and long life. | In line with the general policy of ex- | cisco, in connection with market wees 
Ivory plastic . . . . $3.50 WARREN TELECHRON CO., ASHLAND, MASS. pansion, the C. C. Anderson Company | Fred D. Wilson, manager of field s# 
Prices subject to change without notice | of Logan, Utah has recently remodeled | activities of the R.C.A. Manufactut 

; its entire store. The electrical depart- ' Company will be the speaker. 








PAGE 60 AUGUST, 1941—ELECTRICAL MERCHANDISIN 


e Modern 
ontest fo 
d the cash 
ond prize 


er of The 
yw Display 
received 
Iphia, Pa 
mitted by 
eived the 

















NORGE DIVISION BORG-WARNER CORPORATION, DETROIT, 


ROLLATOR COMMERCIAL GAs WASHERS HOME 


REFRIGERATION REFRIGERATION RANGES HEATERS 
ELECTRIC RANGES A FAMILY OF PRODUCTS—FOR YEAR 'ROUND PROFITS 


ICAL MERCHANDISING 


MICHIGAN 











Mr. General Electric 


and Hotpoint Dealer— 


Here is the Answer to Your 
Refrigeration Problems! 



































Just slip in 

A PACKAGE consisting of 
an exact replacement shelf 
i top quality 
porcelain, built-in-sliding 
VITALIZERS with a one- 
piece visible plate glass top. 











(Quality, finish and design of accessor- 
ies is in keeping with monufacturer's 


with this Greatest Sales Tool Ever... 


You Can Meet or Beat 


Competition of low priced deluxe models 
Competition of lower priced “labeled” 


refrigerators 


Competition of surplus and leftover bargains 


Or You Can Offer 


The biggest value in refrigerator history 
Big trade-in allowances by fixing your own 


list price 


Advertising copy that will pack them in 


Give them what they want 


..» Deluxe Equipment! 


MODEL GH PACKAGE fits General Electric LB6C-40, LB6C-41, 
LB6-40 and Hotpoint EA63-40, EA63-41, EA6-40.... 
MODEL GH-41 fits G.E. LB6-41 and Hotpoint EA6-41... . 


$5.75 Net 
$5.75 Net 


Individual Carton — Weight 18 lbs. Shipped F.O.B. New York 


Samples Shipped Cash with order or C.O.D. 


DIE MOLDS CO. 
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Jamaica, New York 


149.12 Jamaica Avenue 










Blackstone Designers 

















Carl Sundberg and Montgomery Ferar, 
well-known industrial designers, have 
been retained by the Blackstone Corpo- 
ration as consultants on home laundry 
equipment, according to P. S. Moynihan, 
Sales Manager. The two worked to- 
gether for General Motors since 1934 
and have won many awards in industrial 
design contests. They are starting now 
on a long-range design program for 
Blackstone. 


Tying in with frosted food distribu 
tors, the Bureau of Radio and Electrical 
Appliances of San Diego, California has 
been running a series of advertisements 
calling attention to the special facilities 
for preserving frosted foods provided by 
deluxe model electric refrigerators. The 
3ureau encourages electrical salesmen 
to learn the facts about frosted foods, 
with the idea that this argument may be 
used to step up a sale to a deluxe model 
in many instances. 


. * * 


For the seventh year the B.( >. Electric 
Company design ated May as “President's 
month”, encouraging employees from all 
departments to send in prospects for ap- 
pliances. Chilliwack, B. C. this year won 
the district competition, with 134 per 
ent of quota. 

« « 


Apex-Rotarex Company has moved its 
division office from Oakland to the Mer- 
chandise Mart, San Francisco. E. D. 
Hotaling is division manager and Wm. 
Sheehan district sales manager. 


* x * 


The Pacific Power and Light Com- 
pany has devoted June and July to a 
rate reduction drive, calling personally 
on customers to acquaint them with the 
$480,000 rate reduction now in effect. 
Ranges and refrigerators were also fea- 
tured. 

* * * 


August 25 to September 1 are the 
dates set for the Canada Pacific Expo- 
sition at Vancouver, B. C. The B.C. 
Electric Company always stages an im- 
pressive display in the main building 
and also a separate display of electricity 
on the farm in the rural department. 


* * * 


In Phoenix the Central Arizona Light 
and Power Company is leading dealers 
in a promotion of air cooling, lighting 
and refrigeration equipment during the 
summer months. 


* * * 
The roaster and hotplate campaign 


was continued in Idaho during July, 
aimed at a total of 300 units sold es- 
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pecially to low-use custom 
Idaho Power Company. 


* * * 


Banking and home loan off 
included in the effective adequat 
meetings which were staged t 
the Pacific Coast during the rec 
ture tour of Arthur E. Schar 
Los Angeles meeting, which dr: 
tendance of 175, among whom were » 
bered the leaders in the hom«s “build 
and financing group, was held in 
ballroom of the Biltmore, which , C. Joy, 
decorated for the occasion with a balbvertisir 
ground of billboards such as have Wing El 
used by the Southern California Eq Y presid 
Company and the Bureau of Power #L:. 
Light to promote adequate wiring 
the Rocky Mountain region a car 
of autos, guided by T. M. Faulk 
heads the Rocky Mountain Electy 
L eague’s wiring bureau, carried the st 
in word, picture, chart and demon; 
tion to architects, builders and other 
this territory. Other western distr 
conducted similar meetings, planning 
low-up letters and other activities 
drive home the arguments to the build 
industry. 































* * * 





4 Rocky Mountain chapter of 
I.E.S. has been formed in Denver, . 
rado. The membership of more t 
fifty is drawn from the states of 
rado, Wyoming, New Mexico and 
tions of South Dakota. 










* * * 





August 28-30 are the dates set for 
convention of the Pacific Coast divi 
of the National Electrical Wholes 
Association at Del Monte, Calif. D, 
Smith of the Graham Reynolds Eled 
Co., Los Angeles will preside. Thi 
the first meeting under a two-session 
year plan recently adopted. 











* * * 





The Black Hills Electrical Legiiemm 
which includes representation from R ; 
City, Deadwood, Lead and adja 
South Dakota communities has be 
afhliated with the Rocky Mountain &) : 
trical League. M. M. ‘Wilson of Raggretio 
City is chairman of the chapter. « O 
New \ 
y M 
memb 





6. Pyle 


Lamy 






* * * 






. C, Bell of the Drayer Hanson ‘ 
ie is newly elected chairman of! 
Air Conditioning Society of San Fr 










cisco; J. E. Rauch of the California ma 
frigerator Company is vice president. HH Elect: 
- — —# is C 
21-Year Wringer oh 
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aan 
























































A. G. Chaffer, sales manager of 6 
Home Laundry Division is shown he 
collecting data in the company’s /abo" 







tory at Bridgeport. He is at work he@..r. 
on a wringer which has been opertt"@Ry off 
continuously for the equivalent of MRher 

ck 


years service. 





CT 





















































experiment with a new type of 
is recently been announced by the 
¢ General Electric Company. 
‘a community surcharge rate, in- 

: ~ a basic rate with the adding of a 
Officials wibied factor of increase, differing 


lequate wi ch locality. The new rates are de- 
ed through to compete with the government 
he recent # 4+ Bonneville, which establishes a 
chanuel, rd schedule, with modifications for 
h drew ani. districts, depending upon costs of 
om were na, 
home build’ * 2 8 

held in 
» Wich @c, Joy, manager of the publicity | 
With a balivertising department of the Pacific | 
aS Nave Wind Electric Company, has been | 
fornia Eig president of the Public Utilities 
of Power ising Association of America, a 



































ew of the Advertising Federation of 
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molds Eled 
eside. i 
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trical Leagan oe 
mn from R; 


























and adjac 6. Pyle, above, general sales man- 
os Lamp Division, Hygrade Sylvania 
Ison of Raggpetation, makes a point on “Building 
hapter es Organization from Scratch" to 
New York Sales Executive Club re- 
y. Mr. Pyle was one of the original 
members who started the club 10 
Hanson ago. 
airman oi a _—s ae. 
of San F: 
California manager for the Portland Gen 
president Mi Electric Company at Vancouver, 
— : is Chester W. Jarrett. Mr. Jarrett 
ger en with the company since 1934. 


*_* * 


M. Klauber, former vice president 
arge of operation of the San Diego 
lidated Gas & Electric Company, 
een advanced to the position of vice 
ent and general manager 






* * * 


outstanding honor has been con- 
1 upon Harry J. Bauer, president 
¢ Southern California Edison Com- 
who has been awarded the 1940 
ivement Trophy,” presented each 
by the Alumni of the University of 
mern California to the graduate 
accomplishments have during the 
Teflected the greatest credit upon 
Miversity. In addition to his posi- 
with the Southern California Edison 
any, Mr. Bauer is a member of the 
4 is of trustees of both his own Uni- 
| 

















ty and of the California Institute of 
nology, is in his twelfth consecutive 
igee * president of the Automobile Club 
y wthern California, is a member of 
tate Bar and American Bar Asso- 
ms and a director of a number of 


g 


£ corporations. 








sger of GF 
; shown he 
Dany’s labor 
at work he 
yen operating 
valent of ? 


eo = @ 


Dougall’s of Seattle, Wash. re- 
Y offered a Conlon washer at $59.95, 
et with a kitchen cabinet 37x15x12 
‘ocked with packages of Rinso soap. 
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THE ANSWER TO BIGGER PROFITS NOW... 


SELL ALL 4! 





SEWING MACHINES 
Since 1576 

















PERFECT PROFIT 
PARTNER FOR 
YOUR PRESENT LINES! 


3 CONDITIONS FOR PEAK PROFITS IN A SPECIALTY 
..-§ White GIVES YOU ALL OF THEM! 


There is a major appliance that gives you ALL 
THREE! It’s the White Sewing Machine line. 

Today, more Whites are being sold than ever be- 
fore in our 65 years. More dealers have taken advan- 
tage of the profit opportunities of the White prop- 
osition in the last year than in any previous year. 

We sincerely believe you will find it good busi- 
ness to investigate the facts. Then decide for your- 
self whether it isn’t better business to sell all 4 
leading major appliances as a big step towards the 
diversification that insures profits. 


Ofall the advantages that help make a product prof- 
itable to handle, here’s a lineup that’s hard to beat: 
1—generous discounts, 2—an uncrowded competi- 
tive situation, 3—the on/y name in its field available 
to you that is promoted by national advertising. 


THERE’S SALES APPEAL in THESE 
FURNITURE-STYLED WHITE ELECTRICS! 


WHITE SEWING MACHINE COMPANY 
Factory and General Offices—Cleveland, Ohio; Pacific 
Coast Offices — Western Merchandise Mart, San 
Francisco, California; In Canada — Toronto, Ont. 


g TERRITORIES GOING FAST... INQUIRE TODAY! 


White Sewing Machine Company, Cleveland, Ohio 
Show me how White Sewing Machines can fit into my 
business and make me more money. 


Name Title 
Firm Name 
Complete price range fits all budgets. ica 
Any room a sewing room with a White. : 
City State 


b841 
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THIS 


ing! It 


( 


Packed full of foots? 
_. Sells at a popular price: 








itstanding Florence Electric 


Range is made-to-order for surer sell- 


loaded 


your sale 


with features you 
an build 


} 


and it’s 
that 
too 


on 


gee with a to clinch 


ale with a 


price 


wallop! Remember, 


the name Florence means the 

The deep well cooker has the new 
vented glass cover! Also shown here 
are the super-efficient TK surface 
units their flat-topped elements 
provide contact with 


itensils 


best there 1s in cooking to millions! 
Here’s a quick look at what this 


ange gives your customers: TK five maximum 


heat surface units a really big, 


fully-insulated oven one-piece 


eamless top deep well cooker 
three utensil 


You can 


famous four’”’ 


with glass cover 
irawers on noiseless slides. 


of the 


ell it with any 
Florence 


top 


accessories, from cooking 


lamp to full 3-way automatic 


time control. 


Write 


ut this 


full information 
E133C 


inventory 


today for 


model and 


Pa 


The big oven is 17” wide . . . an extra 
inch that gives a lot of extra oven 
room! The one-piece welded lining 
is completely finished in porcelain... 
has rounded corners and cleans in a 
jiffy with a damp cloth! 


he compact, -Saving line 


rence Electric Ranges! 


h in on 
ia NOW!— to ca® 
as" pent Oil Heater market 
nendao 


ee 1 up for your store 
al set p 

mor for the la test caté ed 

Write toc 

FLORENCE OiL HEATE 


FLORENCE STOVE COMPANY 
Offices and Plant: Gardner, Mass.;Western 
Offices and Piant: Kankakee, Ill.; Sales 
Offices: 1458 Merchandise Mart, Chicago; 
45 E. 17th St., New York; 53 Alabama St., 
S. W., Atlanta; 301 N. Market St., Dallas 
and 2730 16th St., San Francisco 


FLORENGE Zczoce RANGES 


MASTER MODELS WITH INTERCHANGEABLE FEATURES 
THAT PUSH SALES UP AND HOLD INVENTORY DOWN 
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General 


Its a 





Apex 


E. C. Buchanan, vice-president and 
general manager of the Holland-Rieger 
Corporation, a division of the Apex Elec- 
trical Manufacturing Company, has an- 
nounced the appointment of Geoff Powers 
as sales manager of the corporation. 


GEOFF POWERS 


Mr. Powers joins Holland-Rieger after 
serving as sales manager for the Sweeper- 
Company, at Worcester, Mass., for 
Sweeper-Vac_ recently 

acquired by Holland-Rieger Cor- 
activities removed to the 
lant of the latter com- 


was 
poration and its 
Sandusky, Ohio, 
pany 
In joining no and-Rieger Mr. Powers’ 
activities will be extended to include sales 
f the corpé Faultless line of 
weeper-Vac cleaners 
Previous to his connection with 
Sweeper Vac, Mr. Powers had been iden- 
tified with the Western Electric and Cur- 
tis Publishing companies in both Boston 


and New York. 


ration § 


washers, aS well as 5 


Crosley Distributing Corp. 


Appointment of J. Lee Conover as 
wanch manager of The Crosley 
uting Corpor 2 ne we: W York, 
been announces r R. Cosgrove, 
president and AaB. A manager of The 

| -orporation. 


Crosley 


J. LEE CONOVER 


Mr. Conover has had a 
years of experience in the major appliance 
industry in executive positions. 
Mr. Conover was made west coast re- 
gional manager for The Frigidaire Cor- 
poration, serving there until 1933 when 
he joined The Nash-Kelvinator Corpora- 
tion as —— manager on the 
coast. In 1937, he became Chicago branch 
manager for the 
The 
maining 


Kelvinator division of 
Nash-Kelvinator Corporation, 
there until 1940 
severely injured in a 
found it necessary 
business for a 
health. 

Mr. Conover is 
the national radio, 
major 
Fielding 
the Ne W 


recently 


when 
train wreck 
to retire from active 
year to recuperate 
widely acquainted in 
refrigerator, and other 
appliance fields. He 
Robinson, former 
York Distributing Office, who 
resigned. 
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Fedders Mfg. Co 


Fedders Mfg. Co. announ 
tion ol Edmund R. W alker 
general manager of the com 
formerly manager of the ( 
Conditioning Division. 


E. R. WALKER 


His 
designing, 
well qualifies 
ment. 


broad experience in en 
manufacturing and 
him for his new 


General Electric 


Howard |} 
the M 


Appointment of 
as operating manager ol 
tan distributing branch of the 
Electric Co. in New York handling 
appliance, heating and air < 
lines, is announced by E: 
manage Mr. Johnson succee 
Griffin, who is leaving the « 
accept an executive position 
after eighteen years with t 
Electric and Hotpoint 

Mr Johnson has been with 
Electric since shortly after his 
tion from the business admir 


wind 


J 


organiz 





school of Ohio State Univer 
He began with the General 
frigeration department in Cle 
1927 in the early days of the 
of the department. = 
On July 1, 1940, Mr. Johns 
Distrib ope rating manager of radio recei 
"ateagy see distribution in the ew York 
tte branch of the G-E radio and 
bl lepartment Last April l 
branch was merged with other 
form the metropolitan bran 
eral Electric Building at 570 
Ave., of which Mr. Johnson now 
operating manager. 
Crosley | 
' 
The appointment of H 
Holmes of Detroit as manag 
products division, to act as rej 
tive of The Crosley Corporatior 
dealings with governmental ager 
national defense projects was a! 
recently by R. C. Cosgrove, 
dent and general manager of 1 
ley Corporation. 
number of 
In 1929, 
west 
te- 
he was 
and HOWARD A. HOLMES 
his Mr. Holmes, who came to 
from Detroit, has already start 
his new duties. While he wil! ma 
headquarters in Cincinnati, M 
succeeds | will also supervise the operat 
mag = Crosley’s Washington, D. C., off 
Munsey Building, which will 
be operated by Quinton Adar 
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ODAY, from Maine to California, 

the spending that’s controlled by 
Country Gentleman is one of the biggest 
things that’s happening in America’s 
cities and towns. 

To give you three examples... 
Within a 30-minute drive of an electrical 
store in Bangor, Maine, live more than 
12,000 people in families reading Country 
Gentleman—and spending over 4 million 
dollars a year! 

Inside a 25-mile circle around Indian- 
apolis, Indiana, the Country Gentleman 
population is approximately 36,000—the 
equivalent of a medium-sized city —spend- 


ing more than 13 million dollars a year! 


“HE'S BEEN 
READING THAT 
MAGAZINE AGAIN!” 


And circling Visalia, California—popu- 
Country Gentleman 


lation 7,263—are 
families totaling twice that population— 
spending three million dollars a year 

What’s more, the latest studies of 
Country Gentleman family buying power, 
checked against government findings, re- 
veal that today the average Country Gentle- 
man family has more money to spend for 
advertised merchandise than the average 


UPPER-HALF city family! 
Is the lion’s share of this spending being 
done in your store? It will be if you stock 
merchandise that’s advertised in ‘“‘the 
. and tie in your own merchan- 


Gent” .. 
dising plan with the selling that’s being 


BOX SCORE OF THE LAST 13 
DEALER - PREFERENCE SURVEYS 
Ist 2nd 3rd 4th 


6 


4 
2 
4 7 


Country Gentleman 13 — 
Farm Journal* ~ 6 
Successful Farming — 5 
Capper’s Farmer = 2 
*& Farmer's Wife during the last 7 surveys 
And in the latest national survey of 980 
leading electrical equipment dealers in 
towns of less than 10,000, to determine 
what magazine they consider most effective 
with their outside-city-limits customers 


55% SAID COUNTRY GENTLEMAN! 
Successful Farming, Farm Journal and 
Farmer's Wife, Household, and Capper’s 
Farmer accounted for the remaining 45% 


in the order named. 


done for you regularly in a great magazine. 


IN THE TOP OF THE TOP HALF OF AMERICA 
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Air Express seems to bring the airport 
right to your store, plant or office. 


A SMART ‘BUY’: SUPER-SWIFT, 
ECONOMICAL AIR EXPRESS SERVICE! 


In these days when speed is the keynote of the National Defense Pro- 






gram—look to Air Express for fastest delivery on shipments, coming in 
or going out. You get 3-mile-a-minute speed between more than 250 key 
airport cities—with fast air-rail connections between 23,000 off-airline 
points. Economical rates include special pick-up and special delivery at 


no extra charge within our regular vehicle limits in all cities and prin- 







cipal towns. Also International Air Express to scores of foreign coun- 


tries. Phone Ram-way Express, Air Express Division. 

























EXAMPLES OF AIR EXPRESS ECONOMY 


(Minimum Cherge $1.00. Rates by Air Miles) 


Air Miles 1 fb. 3 Ibs 5 Ibs. 10 Ibs. 25 Ibs 
200 $1.00 $1.04 $1.12 $1.32 $2.00 
500 1.00 1.28 1.60 2.40 5.00 

1000 1.00 1.68 2.40 4.20 10.00 
2000 1.00 2.48 4.00 8.00 20.00 
3000 1.00 2.88 4.80 9.60 24.00 


Proportionately low rates on heavier shipments 








‘FASTEST WAY’ MEANS AIR EXPRESS 





Division of 


RAILWAY EXPRESS 










Utah 








Russ Electric is a 
new dealer at 
Tremonton, Utah. 
Russell Waldron, 
former utility 
salesman, is 
owner. 


informed of special 
opportunities. Information and mate- 
provided to enable them to 


tie-in with national and industrywide 


and dealers are 
» 1 4 
riai 15 


campaigns. Assistance is given in 
the store, with helpful advice on dis- 
merchandising methods, stock 
control, accounting and cost control, 
the financing of time sales and other 
problems as they may arise. Dealer 
displays on the floor of utility offices 
are arranged. Demonstrations are 
given to dealers and their employees 
and individuals of the dealers’ own 
staffs are taught to carry this work to 
the public. Sales training material is 
provided, covering Utah Power and 
Light Company material, national 
material, that from manufacturers, 
ind schools. A continuous progran 
f advertising is carried on promoting 
the use of electrical appliances, tying 
in with national programs and 
schedules. 


play, 


local 


Adequate Wiring Promoted 


Particular attention is given to ade- 
quate wiring promotion. In addition 
to the men now contacting the trade in 
this field, an additional field man has 
recently been added whose duty it will 
be to keep in touch with architects, 
builders, and lumber companies, sell- 
ing the idea of adequate wiring to the 
public building new homes and in this 
way preparing the approach for later 
dealer contacts. 

Home service follow-up calls for 
the major appliances are made on re- 
quest from dealers and all complaint 
calls are carefully checked. Lighting 
and cooking schools are conducted for 
the benefit of either in the 
dealer’s own stores or in the power 
company ofhces. 


dealers, 


In many cases eve- 
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Dealers Take Over 


CONTINUED FROM PAGE |! 
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The He tpoin 
deale has 

clean, mode; 
store specializin 
in eye - catching 
window display 


ning groups have proved most 
able. In some of the districts, 
are held once a week on all applia 
Nearly half of the demonstr 
meetings have been training 
for dealer salesmen. It has 
been found advisable 
upon the men to take an actual ; 
these programs, as this s 
their attention too 
ively on the one operation they : 
selves are performing. Occas 
however, a small appliance pr 
will be terminated at a supper n 
by allowing each man present t 
pare his own dessert on a waffl 
or some such operation. 

In a territory where range ; 
tion is above 40 per cent, it is! 


ways 


focusses 





visable to quote the price for 
installed, as so many of the cust 


already have wired homes. 
company 


realizes the advant 


being able to quote a definite ! 


for range wiring, however, and: 


fore has agreed to absorb any co: 





wiring a normal job which 
more than the standard pr 
$22.50. 
heaters, they will pay for costs 
exceed $20. The average c 
range wiring in this _territor 
said to be in the neighborhood 
Several special promotions ! 
ready been carried out with sv 
The first range and water heate: 
which took place in the f I 
exceeded expectations by 
a sales record well 
The main feature of this event 
the awarding of prizes to 
salesmen. This year a rang 
water heater campaign was -tar! 
March, to run through M 
aims at the sale of 1,15 
ranges and 325 water heater 


al] 


al 


over ( 


In the case of electric " 


esultil 
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s and 
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ns, du 
t ed to 
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form 
the b 













































































e Hotpoi, 
aler has 
aM, Mode, 
r@ specializiy 


eye - catching 
dow display 


red most 


districts 


n all applia 


demonstr 
training 
It has : 
visable 

n actual 
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ym too 
tion they 

Occas 
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supper ! 
present t 
na waffl 
1. 
> range 
nt, it is! 
rice 
f the cus 
nes. T] 

advant 
definite ! 
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rb anv c 
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for costs 


erage cos5 
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t witl 
er heatet 
1e fal] 
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eater! 
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tern Colorado. Dealers were 
led upon to select the type of pro- 
hich they believed most ef- 
ve—and chose a trade-in offer, by 
, the housewife accepted a hand- 
set of aluminum ware in ex- 
» for her old range. The power 
1as supported the event with 


pany 
xtensive advertising program, in- 
ng newspaper schedules, radio 


grams and spot announcements, 
et mail messages on the company’s 
card bills, bus and car cards. 
eekly and semi-weekly cooking de- 
strations were scheduled in all ter- 
ries, utilizing different makes of 
ves in rotation. Power company 
ws and store displays were tied 
the event. Dealers everywhere 
special advertising and maintained 
a window and store displays. 
During April manufacturers, job- 
sand the power company united in 
operative promotion of automatic 
ns, during which dealers were per- 
ed to accept old irons of any type 
trade-ins, allowing $1 toward the 
ce of specified automatic irons. In- 
mation in regard to these succes- 
e promotions is furnished dealers in 
pform of loose sheets to be inserted 
the binder he already possesses. 


















Advice to Dealers 


In general, dealers are given a ten- 
t schedule of ways and means by 
ich they may increase their sales. 


suggestions include the follow- 


1. Use Sales Training. The sales 
must know the appliances and he 

wt know how to sell. The utility 
ises help in the teaching. 

2.Use Showmanship. Dramatiza- 


and demonstration of customer 
antages. 
3. Use Sales Helps. Material furn- 
ed by the manufacturer, the dis- 


utor and the utility can help build 
es if used. Tie in with industry 
ertising. 
4. Sell Complete Lines. Satisfy all 
the customer’s electrical needs and 
1 year round profits. 
5. Know By First Hand Experience. 
dealer who uses the appliances in 
sown home can best sell “customer 
fits.” 
6. Sell Adequate Wiring. 
which is adequately 
electrical appliances 
tion 
. Sell Adequately. The customer 
est served when he is sold appli 
ces and lighting whose quality and 
pacity adequately meets his needs. 
8 Organize Your Sales Efforts. 
tting up definite objectives and quo- 
s will enable the dealer to increase 
Ss business in pace with the industry. 
9. Follow a Specific Sales Plan. By 
‘ablishing a definite policy on price 
aintenance, trade-ins and terms, a 
oot! ly operating sales force may be 


+ 


Only the 
wired can 
with  satis- 


eer 
) 


10. Keep Adequate Records 


wuotas for the coming year set a 

3,700 ranges and 800 water 
rs, all of them to be sold through 
ler channels. W. A. Huckins, 
inager of the Utah Power and 
‘company himself as 
usfied with results already obtained 

ptimistic as to the future. He 
ks forward, he says, to a “definitely 
ter vear in 1941.” 
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COLORED & LEADED 
GLASS - AUTOMOBILE SAFETY 
GLASS _---MIRRORS 
MANUFACTURED-RESILVERED 





A. T. LIZOTTE, Pfep. 
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STORE FRONTS 


12.44 


How a glass ad 
can help sell electrical appliances 


HE actual advertisement above appears in the 
Classified section of the Holyoke, Mass. telephone 
directory. It’s about glass, to be sure, but your busi- 
ness may profit from this idea which it brings out: 
Frequently, people who look in the Classified have 
no idea of where they want to buy—as the five cases 
above illustrate. Their decision is determined by 
answers they read there to such questions as: What 
brand name products do you sell? Do you have a 
complete line of factory guaranteed parts? Do you 
serve the entire city? Do you offer service on nights, 
Sundays and holidays ? 
The Directory representative can offer helpful 
suggestions about your Classified advertising. 


Can 





He has copy and layout experience at your 
service. Just call the local telephone busi- 
ness office. 
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An ad (actual size) in the Clossified section of the 
Holyoke, Mass., Telephone Directory. 
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The Connector 
Is it Safe— 


Check all 


Will it take 
Punishment 


PARTS of the Cords 


4 


you sell for replacement 


—and assure your customers 


of long Corditis -free Service 





The 
Belden Line 
Includes: 


Iron Cords 
Roaster Cords 
Heater Cords with 
Miniature Plugs 
Heater Appliance 
Plugs 
Range Cords 
Portable Outlets 
Service Extension 
Cords 
Shaver Cords 
Lamp Cords 
Socket Extension 
4 ords 
Replac ement 
Cords for: 
Vacuum Cleaners 
Washing 
Machines 
Appliances 


Tools 
o 


Belden Corditis-free 
Electrical Cordsare 
consistently adver- 
tised to millions of 
appliance 
leading 

magazines. 


users in 
national 


CORDITIS-FREE 
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Today’s electrical appliances will have to 
serve longer. Now is the time to sell the 
best in replacement cords. 


Belden Corditis-free Cords (Safe Plugs 
—Safe Cords—Safe Connectors) give the 
long, trouble-free service your customers 
want. Their higher quality takes them 
out of the competitive class and gives 
you an extra profit. Consistent national 
advertising has built up customer 
acceptance—assures fast turnover. 


New Belden Display Merchandiser 
provides the right combinations for your 
requirements. Make your replacement 
cord business worth while—specify 
Belden Corditis-free Cords. 


Belden Manufacturing Company 
4663 W. Van Buren St., Chicago, IIL. 


= 
mine | 


} 


*CORDITIS —a dangerous disease of electrical 
cords; the symptoms are frayed wire and 
broken plugs. It causes severe mental 
irritation and violent nervous disorders 
among electrical appliance users. 


belden 


ELECTRICAL CORDS 


Ideas Built This Business 





tomer’s friends have seen the appli- 
ance or radio set and if they have the 
customer is asked if any special in- 
terest was shown by any of these 
friends. In this way a lead is very 
frequently secured. Another call is 
made about a month later and in most 
cases a second lead is secured on that 
occasion. 

The whole aim of the management 
of this store is to establish friendly 
and continued relations with its cus- 
tomers. For these reasons it does not 
send out calenders at Christmas but 
substitutes a personal Christmas card 
to each individual who has ever done 
business with the store. The plan is 
expensive but no more so than calen- 
dars and productive of much greater 
results. 


No Cash Premiums 


At one time this store offered cash 
premiums for customers who turned 
in names with whom 
sales were ultimately closed with the 
It was found the idea of cash 
destroyed the plan. The public seemed 
to have the idea that if the store was 
going to pay them $5.00 for a refrig- 
erator prospect, for example, this 
$5.00 would be added on to the price 
charged their friend for the appliance 
ind for that reason they refused to 
Now the firm gives away 

aster, a standard lamp, table lamp 
or bed lamp. In many cases the cost 
of this appliance is less than the cash 
bonuses formerly paid but they are 
iccepted with enthusiasm by custom- 
ers and have been successful in secur- 
ing many leads. 

In the 
value, the 


of prospects 


store. 


co-operate. 


a toas 


case of used radios of low 
firm from time to time 
writes to its customers and tells them 
that it has an accumulation of low- 
priced, used radios selling at $5, $10 
and $15. It is suggested that these 
sets might be of some use to children 
of the customers who might like to 
install them in their own room in the 
home. It is suggested that such sets 
could be picked up on the basis of 
$1.00 a week. In this way the store 
has moved a large amount of dead 
stock and has won many friends in 
the process. It is definitely pointed 
out to the customer that these radios 
have their limitations and that they 
cannot expect to have perfection in an 
old used set at the price they are being 
charged. When this point is stressed 
before the sale is closed, the customer 
is quite satisfied with the reception he 
secures and no kickbacks have been 
experienced. 

With the exception of this type of 
clearance radio sales, all other sales of 
used merchandise in the store are on a 
reconditioned basis with a definite 
guarantee and a 30-day exchange 
privilege. Even in these reconditioned 
merchandise, however, the store is 
perfectly honest with the customer in 
telling they what they can expect and 
what they cannot expect and as a re- 
sult it is a very, very small percentage 


CONTINUED FROM PAGE 30 





of used appliances which a: 
turned to the store unde 
change privilege clause in tl 
contract. 


Handle Telephone Collectig 


Many electrical stores are uti! 
outside lines to build store traf 
the Warman Electric has dey 
what it believes is one of the 
satisfactory. It handles the n 
telephone bill collections in th 
trict. Customers are charged an 
five cents for the convenience oj 
ing their bills in the store inst 
going downtown to the tele; 
office. It actually costs the store 
than five cents per bill for the bus 
but it is one of the best traffic bui! 
ideas the management has ever 
ducted and it has been product 
innumerable contacts which hay 
to valuable sales. 


Bonus for Service Men 


Mr. Warman feels that one oi 
neglected men in both the electr 
and radio business is the service n 
He believes that it is the servic 
on whom the success or failure 
business hangs to a large degree 
the store is not securing repeat | 
and is not securing busi 
through the recommendations of 
customers, he believes the fault 
with the service man. In the cas¢ 
the Warman Electric, the service: 
receives a bonus every six months 
doing his work efficiently and keep 
store customers sold. The ser 
man in this store has definite inst 
tions, no matter what attitude the 
tomer takes he must at all times 
polite and that his job as service 
is to satisfy the customer regardless 
the cost to the store. The s 
man is also personally responsib! 
the discharge of these duties and 


ness 


bonus is the firm’s token of appret 


tion of his successful performar 

his own job. The bonus idea has! 
found much more satisfactory 

paying the service man a commis 
on sales as the latter has a tendenc 
divert the service man’s 
from his service work to the sales 4 
and in the opinion of the War 


attent 


Electric it is the duty of the salesm 


to sell and the service man to hold 
customer. 


Change Floor Frequently 


Another item which plays 
portant part in the developme: 
business is the policy of neve! 
the whole floor in the same 
for more than two weeks. 1 
agement believes in the plan 
ing the store look different ev 
the customer comes in and by cont 
ally changing around the po 
the various departments it | 
hieved considerable success 
ing interest and attracting attent 
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ELECTRIC ROASTER SALES IN DALLAS 

























1935 1936 1937 1938 » 1939 1940 
h a € 
inde 
in tl | 
' a 
ioe w Mere steele wall walle 

Collect; Line tea <a a 
sho 1 This gives you an idea of how roaster sales have zoomed in Dallas. 
has 

of 
. the . . - . 
- Cooking Ability 
nience 
ore inst 
the tel 
he store . N a 
yr the bu ) kK S (—) A S R S 
raffic bu 
las @€V 
produ 
hich 


failure 
e degree 
repeat I 
ing busin 
lations of 
the fault 
n the case 
> service 
x months 


and keep 
The se 
inite 
itude 
all tim Mrs. Genme V. Wynne takes a tip from the radio in roaster demonstrations. 
servi 
regard 
The s F I were selling electric roast- the roaster has a strong gift appeal 
sponsib ers,” wrote a gent in Dallas, “I may be seen by the fact that $11,264 
aties af | ask purchasers to give the of the year’s sales were closed in De- 
of apr address and telephone number cember. In fact, 512 of the 1,292 
formas housewife who would be using _roasters were put on the books during 
‘dea has hag"eW roaster. I would then call the holiday month. It may be that 
cactans Dallas Power and Light Company much of the effect was cumulative as 
. commisslk that the new owner be notified only 2,924 agate lines of advertising 
a tender e next electric roaster demon- for roasters was run in December 
on atte n school.” out of a total 22,279 for the year. 
he sales sqrt Suggestion and the way it is This data was reported by 54 dealers 
the Wat ed out will gladden the heart of in Dallas. 
tee othe Swartzbaugh in far away Toledo, “In our roaster schools,” says Mrs. 
n to hold qe Who is one of the pioneers in Genme V. Wynne of the home eco- 
ter manufacture. This gives him nomics department of the Dallas 
‘tical demonstration on a hunch Power and Light Company, “we 
slong had in regard to roasters. demonstrate the use of the roaster for 
quently Swartzbaugh has long felt that three meals a day, breakfast, dinner 
" BFewives apparently confuse roast- and supper. In rapid fire order we 
lays an ‘@iwith pots and pans. He believes show how everything can be prepared 
pment of UF to really sell the device it is nec- on these portable ranges. Women are 
lever le ty to show what comes out of the invited to bring their colored maids 
ame posi™Rter rather than the appliance itself. if they desire, and we seat these girls 
. The MMR glimpse at the chart of roaster over at one side. 
alan of ™Ms in Dallas gives an idea of the “We have taken a leaf from the 
it every “MMRess that has been enjoyed in that radio in our demonstrations by using 
1 by cont@’s city. Some $28,424 worth of a number of girls to carry through 
position ts and roasters were sold in the story. Each girl comes on and 
it has sin 1940, representing 1,292 unit does her bit and there is no distrac- 
SS in al It took 22,279 agate lines of | tion such as occurs when you have a 
g attent tising to put the idea over. That stage full of women.” 
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Nichrome 

Nichrome V 

Advance 

R-63 Alloy 

Magno 

Stainless Steel 
WIRE — ROD — STRIP 

CASTINGS 


Advance 
Nichrome 
Nilvar 

52 Alloy 


Stainless Steel 


WIRE — ROD — STRIP 
CASTINGS 


Manganin 

Nilvar 
Magno Nirex 
R-63 Alloy 1] Ohm Alloy 
Special Nickel Alloys 52 Alloy 
Nichrome 42 Alloy 
Nichrome V Stainless Steel 
WIRE — ROD — STRIP WIRE — ROD — STRIP 


CASTINGS 


Nichrome 

Nichrome V 

Advance Nichrome 
Chromax Nichrome V 


Comet Chromax 
Hytemco Cimet 


Manganin Magno 


Nirex WIRE — ROD — STRIP 
WIRE — ROD — STRIP 


CASTINGS 


DRIVER-HARRIS COMPANY 
HARRISON NEW JERSEY 
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“LOOKS LIKE 
A PROMOTION FOR MEI" 


“Boy, am | happy! The boss just told me that this is 
the third consecutive month I've led in appliance sales 
——and he hinted that | might soon get a promotion. 
One reason I'm selling more is that | mention to pros- 
pects that my appli ipped with General 


Electric motors. I've found that it pays.” 





es are eq 


True enough, most women don’t 
understand motors, but they do know 
the They 


know from experience that it means 


name General Electric. 


















high quality. They know the motor 
must be dependable. 








Surveys prove a preference for G.E. 
When women were asked, “If you were 
buying a refrigerator, a washing ma- 
chine, or an oil burner, what make of 
electric motor would you like to have 
on it?’’ more of them favored General 


Electric than any other. 











Take 


metic motors. 


her- 


Electric has 


motors for refrigerators 





General 





built more than four million. These 






motors are carefully insulated, and the 
rotor is a solid, one-piece, cast-aluminum 


winding — practically indestructible. 





G-E MOTORS HELP YOU SELL 


For more information about G-E motors, call the nearest G-E 






office, or write General Electric Company, Schenectady, N. Y. 













We are publishing the results of two 
years of operations—1939 and 1940. 


Cumulative Mark On 


A drop from 1939 running as high 
as 3.1 per cent for refrigerators in 
department stores doing from one 
half to a million dollars annually. 
There are two possible explanations 
for this which we give for what they 
are worth. Unit average sale price 
down indicating a tendency to pro- 
mote lower priced appliances on which 
discounts are More probable, 
though, is the decided increase in 
turn over which may well mean de- 
partment stores in 1940 were willing 
to take a lesser discount in order to 
keep purchases and stocks at a mini- 
mum. 


less. 


Mark Downs At Retail 


A wholesome decrease in percent- 
age but one to be expected with the 
increase in turn over. On the other 
hand appliances in stock under six 
months decreased from 75 to 73 per 
cent on the average. The only ans- 
wer to this is that perhaps not suffi- 
cient mark-downs were taken to move 
aging appliances. 


Stock Shortages 


A healthy decrease over a three 
year period. It would appear to us 
that with adequate systems properly 
used, stock shortages in the major 
appliance department should be re- 
duced to almost zero. 


Work Room Costs 


\ sensational almost 
fifty per cent which, we believe, must 
be split two ways as to credit. A 
better product by the manufacturer 
and a better selling job on the part 
of the department store. 


decrease of 


Department Stores Improve 
Major Appliance Operat 
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Cash Discounts 


No change and none lik« 


Gross Margins 


A nice improvement of almos 
per cent the credit for which 
go to the reduction in work ; 
We believe only an incre, 
cumulative mark-on will make fy; 
improvement in 1941 possible, 


costs. 


Stock Turns 


An average of almost one per 
better for 1940 than 1939, due a 
entirely to refrigerators. A dr 
sales unit price of almost $10.0) 
spring and fall may be the chief f 
in this showing. 


Sales Per Cent to Last Year 


Refrigerators showed a 25 per 
increase, and other major applia 
were upped 6 per cent. This is lar 
because of a $10.00 decrease ir 
sale for the former while th 
price of the latter held as was. 
condition is unlikely to be repe 
in 1941 so we again recommend 
ful thought and intelligent sellir 
the promotion of major applid 
other than refrigerators. 


Returns 


An average improvement of 01 
a half per cent but 13.1 per 
returns is still way, way too | 
Too many sales, after supposed! 
ing made, are being cancelled 
many appliances are 
after being in the home. 
it the only answer is better 
or better sales training. 
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"MY DAUGHTER'S WEDDING WAS CONSIDERABLY BIGGER, SHE RECEIVED |6 


TOASTERS, 9? WAFFLE IRONS, 


13 COFFEE MAKERS.’ 
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Cy 








age Gross Sales 
ing And Fall 


like ; F 
» chart tells its own story. No 
ent is necessary. 
of Stocks 

= = n average of two per cent less 

Tr Which @ionces under six months of age. 

Ml WOrk crease of gadgets in stock from 

an incre 


to twelve months. Decreased 
‘downs is probably the answer 
the uncertainty of getting mer- 
jise due to national defense re- 


1 make fy 


ossibl 


tions 
t one per inistration 
39, due alg slight decrease but not in pro- 
s A dr nto increased sales. One of the 
»st $1000 fense items evidently set up on a 
the chief ientage basis. 


pancy 
sother small decrease but way 
ist Year what we should expect in the 
t of sales. Evidently a percent- 


a25per@, -. ¢ , ; 
’ asis of expense on which basis 
or applia : 
Thi ig reat improvement can be expected. 
S 18 lar 


‘crease as 

vhile the @plcity 

as was. Hive point eight for 1939 and five 
o be repel eight for 1940. A very healthy 


commen in that merchandise managers 
gent selling buyers apparently were willing to 
jor app! the publicity pressure on at the 
Ss. ¢ tate irrespective of how sales 

eased. 

ing 
1ent of ot st of sales people shows a drop 
13.1 per @most one and a half per cent. 
wav too ps a reflection of the tendency 
supposed! salaries plus an overriding com- 
uncelled orn instead of straight commis- 
being re If straight commissions were 
e. As wefm@ule for sales people in department 










és then such a decrease would be 
‘sible. 

eneral sales and delivery again 
not reflect the influence of sales 
ase SO we must assume these to 
vO more items set up on a per- 
age basis. 


better 







al Operating 

¢ average figures are 37.7 for 
and 35.2 for 1940. The reduc- 
must be credited in large part 
lecrease of 1.4 for sales people. 



















or Loss 


ajor appliance departments in de- 
ment stores operated during 1940 
loss of 4.9 as against a loss of 
lor 1939. A saving in loss of 
Two point six per cent (2.6%) 
us saving comes from two items 
tk room costs and costs of sales 


e 






&s, department stores are still sell- 
major appliances and losing per- 
5, b we're willing to wager 
ing fleas to jumping kangaroos 


losing many dollars 


HANODIS 
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PARTNERS FOR THE EMERGENCY..!2 


of N the industries illustrated, and scores of others, INCO Nickel Alloys have 
long been used for vital parts of equipment. Strong, tough, resistant to heat, 
corrosion and wear, these metals assure trouble-free performance, and long, 
economical life. As a result, INCO Nickel Alloys are now in urgent demand... 


working with former peace-time industries as “Partners For The Emergency.” 


PROCESS: Pure Nickel, Nickel-clad steel, Mone!* 
and Inconel* used in processing rubber, plastics, 
solvents, explosives, chemicals and other materi- 
als vital to defense. 


- 


MAKINE: Monel, “K” Monel, “S” Monel*, 
Inconel widely employed for propelling and aux- 
iliary machinery, and in many hull applications 
by Navy and Merchant Marine. 


* 


FOOD: Monel and Pure Nickel equipment used in 
grading, preparing, cooking and canning food for 
the armed forces. 


* 


PETROLEUM: Inconel and “K” Monel* widely 
used in production and refining of fuel oil, gaso- 
line and aviation fuels. 


* 
PICKLING: Monel equipment universally em- 
ployed in pickling iron and steel for defense pro- 
duction. 

* 
AVIATION: Inconel widely used for airplane ex- 
haust manifolds and fire walls; Monel and “K”’ 
Monel for structural parts, parachute harness and 
other accessories. 


* 


TEXTILE: Dyeing machines and tanks of Monel 
used in producing army cloth and other textiles 
for military use. 


* 


ELECTRICAL: Monel, Nickel, “Z"’ Nickel and 
Inconel used for springs, contacts and other parts 


of electrical equipment vital to defense. 


* 


RADIO: Nickel universally employed for tube 
parts and other Nickel-alloys for chassis, trans- 
mitting and receiving equipment for the services. 


* 


POWER PLANT: Monel, “K” Monel, “S’’ Monel, 
Inconel used for working parts of turbines, valves, 


47) 





generators, pumps and other vital equipment. 


SIZ) 










Vue 


Throughout industry, wherever manufac- 


ee | 7 


turers are producing for Defense —in the 
leather, paint and varnish, paper and many 
other fields—Monel, Nickel and Nickel Al- 


loys are helping the Services prepare. As a 





consequence supplies of these metals are 






being diverted from their normal peace- 
time channel, and our major efforts must be 





directed toward serving war-time needs. 





THE INTERNATIONAL NICKEL COMPANY, INC. 
67 Wall Street New York, N. Y. 


i? eh yg Hee j 
‘ ***Monel”’ and other trade-marks which have an ee ee ar » SEN Gwe wane 
acne, isterisk associated with them are trade-marks - ae peers ~ -_ 
of The International Nickel Company, Inc POWER PLANT 


INCO NICKEL ALLOYS 


~ MONEL + “K” MONEL + “S” MONEL + “R” MONEL - “KR” MONEL + INCONEL + NICKEL © “Z” NICKEL \ 
Sheet... Strip... Rod...Tubing...Wire... Castings 









Merchandise Mart b 
THEY iLL COOK 
SERRE renee OF PASE AS POOP | Prexy HANDY PLUG 
Z a 


~, 2, 
tbs © 


“HERE'S THE SECRET OF | 
BEST ELECTRIC COOKING” | st 


CHROMALOX | vee 
Super-Cook a ™ ‘). ce in 


RANGE UNITS! = Pont yt Bis 





When you sell a range equipped with Chromalox Super- ; € R nt 
Cook Units, you've sold an entirely new brand of cooking es as e lac as On 
satisfaction! Think of it—seven different heats, step by step ‘ ss, y p ement shes 
from simmer to high, all under instant fingertip control, each : Handy Plugs “keep the load on the 
heat just right for its purpose, supplying positively uniform ’ lines". The simple construction of thi; ws 

Seven cooking results everytime it's used! plug assures the user of continuou, im sg 

Selective cooking areas, too—the famous Chromalox "Two- uninterrupted service. All interior mmc?! 

different Units-in-One". The inner ring only for small utensils, both parts riveted together to preven r ol 
rings for large utensils. That means cheaper cooking, and When C. L. Bradford above was re- loose connections (the cause of oe Bichern 

heats J every housewife knows it. cently elected president of the I4th cessive heat). Can be attached with. 

e 


, < p out the aid of tools. Adopted 5 clectr 
SELL CHROMALOX-EQUIPPED RANGES, and you'll sell floor Mart Club, at Chicago's Furniture leading Utilities. Special packing fer to the 


manufacturers. Send for samples. ng b 
typic 


more ranges. Use these units for replacement, too. They Mart, he concluded that the purveyors 
fit all ranges—and every Chromalox replacement unit be- of appliances on the appliance floor 
comes a daily demonstrator of the best that modern electric didn't have enough fellow feeling. So : 
cooking has to offer. twice, 198 boys and girls have been pS 
Write for the book—""HOW TO SELL MORE RANGES". taken up to the Merchants and Manufac- ’ mor 
turers Club and sold the 90c beef lunch ‘ bg athert 
for a cost to them of 49c per capita. ry fre 
The idea of a bowling club is now being ring 
promulgated. be nes 
C. L. Bradford and associates handle rv oft 
Gale products, Belmont radio, Modern- + first 

aire circulating heaters, Freshndaire fans, 


: negt 
Dormeyer mixers. 8 
um 

Sa ning, 


called 
THE WATERBURY BUTTON (CC the d 


George Cullinan Dies Estobliched 1812 a ha: 
WATERBURY - CONNECTICU Fm 

— — Ba ti 

hen tl 


president of the Graybar Electric Com- 
pany, died July 25th as the result of a b: me te 
heart attack. “Tested Readership” Means Mm ar 
Mr. Cullinan, who was 62 years of age, le 
was born in Geneseo, New York, August G ’ 
reatest peer, 


5, 1878. In 1901 Mr. Cullinan joined the 


Western Electric Company at New York, ne 

working up to chief storekeeper. In es Neg: 
1907 he was transferred to St. Louis Advertising Value nat 
where his rapid advancement continued : * | 
and he became Manager in 1909. A _ 




























NEW YORK—George E. Cullinan, who 
retired December 31, 1940 as senior vice- 














ame See am —— _— in Testep READERSHIP, as an attribuee’ “@ 
415, and in 19235 he returned to New . row 
York as General Sales Manager. In 1926 of each and wing McGraw-Hill - urse | 
GOOD HOUSEKEEPING MAGAZINE AWARDS he became Vice-President in charge of lication, gives the advertiser “e it 
sales of the Graybar Electric Company, buys space in Electrical Merchangg” ‘° 
COVETED HONOR TO ELECTRIC STEAM RADIATOR | %i\,°%, ‘he, Graybar Electric Company. | | buy 5 ee ee 
‘ , - : ising another logical eva 
New York, Aug. 1—The Good Housekeeping Institute today announced poke See ee See ~— factor in addition to the A.B.C. ani" ' 
° . . . » 4 Cc Seno 1ce- Fe 
that the Electric Steam Radiator Corporation, of Detroit, Michigan, man- | President, from which position he retired N.1.A.A. Statements. It gives you _ 
ufacturers of the Electresteem portable electric steam radiator, had been | on December 31, 1940. extra assurance that here is a mage gy! 
awarded the Good Housekeeping Seal of Approval. .. = to his activities for Graybar, zine with a vitally interested bodyy ‘*V 
; Mr. ¢ ullinan was unusually active in asso- ef readers whoee neods and interest 2 ' 
Statement by President ciation and civic work. He served as . ie las 
M m : ; : Chairman of the Electrical Supply Job the editors know and serve speci 
r. Roy R. Fisher, president of the company, issued the following state- bers Association, now known as the Na- cally. ye 
ment: “We are proud of the Good | tional Electrical Wholesalers Association, ; Aur 
Housekeeping Seal, which adds the for four years from 1927 to 1930, the It means, too, that if the advertise, .. 
approval of that organization to the we tre Ks ie by a Chairman will follow the editor, and prodoc™.,,,;. 
ot NIL d or LOJA. H i ied-i 
recognition previously accorded F informative sales messages - rd t 
Electresteem by the famcus Under- to the same needs and siege Pe uther 
writers Laboratories. The Electre- the reader, the advertising will uld 
steem, which started as a dream, , more widely read, and will be ee Bi her 
ald at feet as @ novelty, hes now Campbell Wood Heads Kelvinator tive in carrying a  substantiallyi... 
become an indispensable electrical Defense Work larger share of the sales burden. me 
appliance. Announcement was made recently of ae | 
“We are embarking on an exten- the appointment of Campbell Wood as le ar 
- we & : manager of Nash-Kelvinator Corpora- any 
sive sales promotion program backed tion’s new airplane propeller division, For 
up by advertising in several national which is now being set up in Lansing, 
magazines. This fall more than ever, Michigan, to manufacture propellers for ee ple 
Electresteem will be a great profit 9 *"\7Y and navy bombers. F 20 
bs . Wood has been with Nash-Kelvinator herit 
The Electresteem Radiator item for every dealer. since shortly after the first world war and we i 
For information and trade prices write Department EM nas held a number ot executive posts ELECTRICAL MERCHANDISING . J 
with the corporation. Until recently he . ie Pe 
ELECTRIC STEAM RADIATOR CORP. served as assistant to the president with A McGraw-Hill Publication lt 
- - offices in Washington, D. C., where he iY, mor 
6188 12th St. + Detroit, Michigan headed up the national defense work 330 W. 42nd St. New York. N.’ Th 
now being done by Nash-Kelvinator. | 
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the lack of acceptance of the 
jer may be laid squarely at the 
of the folk in the big house. 
iouslv, the washer must win a 





» jin the social living of the south 
f js to obtain wide saturation. 

\rs. Charles J. Byrne, of Natchez, 
‘istress of the 100-year old 
and a former presi- 
of the Garden Club there has 


"ement 4s OF _the way in which the 


shes of the top drawer families may 





e “Cherokee” 





good 

















load on the von 

contin ttifgrit may help if the readers of Elec- 
All interio, imc! Merchandising understand the 
to preventer of lile as it goes on in the 
ee i whern home,” she said. “After all, 
dented ke lectrical appliance has to be fitted 
packing fo; the family’s habits and mode of 
r samples. ing before it can be accepted. In 


typical upper class home the negro 
ip is on duty from around 7:30 in 
morning to 3 in the afternoon. 
sthern women sleep late and you 
ry frequently can see very little 
ring about until 9 or 10 o’clock 
k negro maid gets breakfast and 
ry often the lady of the house eats 
r first meal of the day in bed. Then 
negro maid’s usual program is to 
um the floors, do the washing and 
ming, and get the noon meal, which 
called dinner, and is the big meal 
the day. The typical southern man- 


TTON 


12 nhas a negro man on the place, 
PEASE job is to mop the porches, 
~ an the windows, wax the floors. 


en there are guests the man serves 
the table. At three o’clock both the 
and the maid go home. The 
y usually has a cold snack for 
t er, unless of course there is a 
tr being given. 

Val Negro help is cheap out of the 

alue s, especially. A negro cook will 
t around $4 a week and a man to 
lawn and do the 


an attribut care or tne 


sw-Hill Pubae’’ Work around $1.50 a day. Of 
ertiser whom''s¢ they are fed and “stash” away 
al Merchangy to take home to their families. 


evaluatioml /2e mistress of a southern man 
- A.B.C. and takes this angle in considering 
t gives you purchase of a washing 
» is a magi ithern women know nothing about 
rested bode Saving in wear and tear on clothes 
and interests 4 washer 
erve specili 


machine. 


permits them to enjoy. 
las never dawned on them that if 
can double the life of $400 worth 
uundry that they are that mueh 
ney ahead. This story the 
tufacturers have to tell and tell 
to get it over. For today the 
uthern women usually ‘Why 
wd I put a lot of money in a 










ie advertiser 
and produc 
ages tied-in 
problems o 
ing will be 


rill be effec 


washer 


says, 


‘ sher and have my colored maid 
substantially Mk is up? Why should we invest 
» burden. ¥money at all when help is so cheap 

mn here?’ Show her the economy 
land she will respond as quickly 
. anybody else. 
CATION For after all, a great many of the 


ple who live in these fine homes 
fnot very flush with money, They 
herited a lovely home but otherwise 
ve just as much need to get the most 


HANDISINGER'® ) 
‘ot their pennies as anyone else. 


ication | they will respond to the proper 
York, N.): 


tmation, I am sure. 
The second thing that needs to be 











The Social Side of Selling the 
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South 





done in the south is more education 
of negro help. When I put an electric 
range in Cherokee I hesitated quite 
a while because I felt that here was 
something our cook would 
simply ruin and we would be out that 
much money. Anyone who has ever 
lived around negroes realizes how ig- 
norant they are. For example, the 
typical negro cook never follows a 
recipe. Show it to her and unless you 
stand over her, she will 
fixing up things to suit herself. The 
south decidedly training 
of negro house help. The wisest thing 
the utilities could do would be to set 
up schools that would instruct them 
how to perform their household duties, 
particularly with the aid of appliances. 
Negroes can be trained to use them 
and once it becomes a certainty you 


negro 


wander off 


needs more 


will find this fear of breakage dimin- 
ishing. 
“It has been said that southern 


do not agree with 
If you could see how 
grub in their 
and how they 


women are lazy. 
this insinuation. 
women get out and 
gardens, how they sew 
activities 
acceptable, you 


throw themselves in the 
which are socially 
would appreciate that southern women 
in their lines of endeavor do as much 
as any other group. You 
forget that here the climate is very 
hot and must 
their activities to the weather 

“T think the influence of magazines 
on the thought of southern 
has been very profound. You will find 
copies of Better Homes & Gardens, 
\merican Home, Ladies Home Jour- 
nal, Good Housekeeping all over the 
south and they are carefully read. 
Eighty years ago the kitchen was a 
detached building that was little visited 
except by the negro help. Today 
southern women take almost as much 
pride in their kitchens as their north- 
ern sisters, except that the work is 
done by negroes. And | sus- 
southern 
ie in their 


must not 


people accommodate 


women 


usually 
pect that a great many 
women spend much more tin 


kitchens than anyone realizes, espe- 
cially since it has become an enjoy- 
able hobby, 
promotion.” 

In closing, Mrs. 
that few 
appreciate the 


made so by magazine 


Byrne 
northern 


points out 
manufacturers 
shopping habits of 
southern women in general. Visit a 
town in the south on Saturday and 
you will get the opinion that its popu- 
lation is 95 per cent negro. For Satur- 
day is the day that negroes walk bare- 
foot to the edge of town, put on their 
shoes, and parade the main street. By 
common consent white women stay 
away from the stores at that time. 
Mornings of the week, particularly 
Monday and Tuesday, are the days 
in which the great ladies do their 
purchasing. Demonstrations then win 
the best audiences. And, if these 
demonstrations are preceded by a 
proper stressing of the economic angle, 
Mrs. Byrne feels that it will not be 
long before the south equals any state 
in the north in washer and ironer 
saturation. 
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CUT YOURSELF A 
SLICE OF 
THIS PROFITABLE 

BUSINESS 





Ca SEPT. 6-13 









BEN 


BIG 

















FREE ELECTRIC CLOCK DISPLAY 


Westclox Week is the greatest promotion in the clock industry. 





This 


special full-color display will help you get your share of this extra 
business. Display accommodates windows of various sizes—adjusts 
anywhere from 3 114" to 48". Free with an order for 6 assorted Westclox 
electric clocks. Simply order from your wholesaler, and the display 
will be shipped to you prepaid direct from Westclox about August 
25th. Colorful window streamer also included free. 

NATIONALLY ADVERTISED Westclox Week will be promoted with 
millions of ads in national magazines—a full page in The Saturday 
Evening Post, column ads in Collier’s, Better Homes & Gardens, 


Ladies’ 


Home Journal, American Magazine, plus millions of mes- 


sages in Sunday rotogravure. Order clocks and free display through 


your wholesaler now! Westclox, 


La Salle-Peru, 


Illinois. Division 


of General Time Instruments Corporation. 


$500 IN CASH PRIZES 
FOR BEST WINDOW DISPLAYS DURING WESTCLOX WEEK 


To enter the Westclox Week Window Dis- 
play Contest, just send in a picture of your 
window display. A snapshot will do. Mail your 
entry, or entries, before midnight, September 
20th, to Window Display Contest, Westclox, 
La Salle, Ill. The consideration of entering 
said contest is thot all letters and photo- 
graphs entered are to become the property 
of Westclox, Division of General Time Instru- 
ments Corporation, La Salle, Ill., who reserve 
the right to use or reproduce them as seen fit. 


WESTCLOX—Makers of Big Ben and bis tamily of springwound clocks, electric clocks, wrist and pocket watches—priced from $1.35 te $6.95. 


WESTCLOX Ekechuc Clocks 


FIVE GROUPS 


I Bh ccecscccws Jewelry Stores 
a Drug Stores 
Group C . Hardware Stores 
Group D...... Chain & Dept. Stores 
RR: Electrical Stores 
9 PRIZES EACH GROUP 
| a ee $40.00 
nn ree 20.00 
ee 10.00 
Six other $5.00 prizes... ... 30.00 

$100.00 


45 PRIZES IN ALL 
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WHERE TO BUY 


Parts, Service & Accessories 


UNDISPLAYED RATE: 


$1.0 per line per insertion. Minimum 
harge $4.00. (First line in small bla« 
face type.) Fractions of a line count 
as a line. Discount of 10% if full pay- 
met ia made in advance for 4 con- 
ecutive insertions of undisplayed ads. 


DISPLAYED RATE: 


$12.25 per inch per insertion. Contract 
rate on request. (An advertising inch 
is measured vertically %” on one 
column There are 4 columns—48 
inches to a page.) 




















RUBBER UPHOLSTERED 


ALTER SERVICE IS PROMPT 


—and we have everything you need in 


AIR CONDITIONING 
and REFRIGERATION 
PARTS and SUPPLIES 


Write for free catalog. 
Please use your letterhead. 


THE HARRY ALTER CO. 


1728 S. Michigan Ave., Chicago, Ill. 


3 CHICAGO BRANCHES, NORTH, WEST, SOUTH 
NEW YORK PHILADELPHIA BRONX JAMAICA 
NEWARK DETROIT CLEVELAND ST. LOUIS 


SAFEGUARD 
Your Profits! 


Use ORANGEVILLE 

TRUCKS fer han- 

dling refrigerators, 

ranges, radios, kitchen cabinets. etc. Only truck 
with patented quick change ratchet nose. Com- 
pletely rubber upholstered throughout. Several 
convenient sizes. Descriptive circular and prices 
on request. 

ORANGEVILLE MFG. CO. 


Manufacturers complete tine of Floor Trucks 











Orangeville (Col. Co.) Penna. 





RUCKS 


FOR HANDLING ALL 


ef REFRIGERATORS 
|: | and RAN ¢ = S Vacuum Cleaner Bags, Ironing Board pads 


ALANCE ironer covers. Ohio 
Ne. 102 B. TRUCK and covers, washer and 
59g Textile Specialty Co., W. 64th, Cleveland, O. 


SPECIALTIES 





Electric Mangle Rol! Pads and Covers 


“tt Lifts and 
Corres the Load” 


CASTER X-75 TRUCK 








New Advertisements 


received by August 29th appear in the September 
issue subject to space limitations 


No. 5 PADDED COVERS 
for Refrigerators and Ranges 
Preotectwon for the finish of cabsnets 

Address copy to the 
Departmental Advertising Steff 





Electrical Merchandising 
330 West 42nd St., New York City 

















SEARCHLIGHT SECTION 


(Classified Advertising) 


“OPPORTUNITIES” 


See June Issue for Advertising Rates 


SELLING : 
EMPLOYMENT : 


: MERCHANDISE 
: BUSINESS 

















MILBERN’S Re-nu-vated 
VACUUM CLEANERS 
BUILD BIGGER SALES 


@ Milbern’s low-priced sales builders 
keep your customers coming back because 
they are kept satisfied. Kickbacks and 
headaches are out; you keep your profits. 
All leading brands . . . perfectly rebuilt 
from brush to handle grip. Once sold 
with a Milbern Re-Nu-Vated, customers 
stay sold! ... write for interesting price 
schedule. 


MILBERN VACUUM CLEANER CO. 


“Recreators of Vacuum Cleaners” 
241 W. 23rd Street, New York City 














una PDATENT i2is IDEAS 
aay FREE rece | Sra, @ 


Sabet the MAME you with to Register 
by Send © Stetch or Model of vour wvention fer 


me 4?) 9 -44515,.4) 
1234 BROADWAY: mew voux- AT 31 ST- 
Phone ‘Ongocre 3-3088 





SELLING 
OPPORTUNITIES 
OFFERED—WANTED 


Selling Agencies—Sales Executives 
Salesmen—Additional Lines 

















PATENT ATTORNEY — PROF ENCINEER 
OPPORTUNITY WANTED 





EMPLOYMENT . EQUIPMENT 
USINESS 


crnthanieta atc |OPPORTUNITIES 
nection with small appliance Whatever your need— 


think “SEARCHLIGHT” FIRST 
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"Say It With Appliances’ 


HAT the electric industry needs || 


something like the florist associa- 
tion to broadcast the message “Say it 
with appliances,” is the opinion of 
Herman Saller out at General Electric 
Supply Corp., 733 Tchoupitoulas St., 
New Orleans. 


“Some 50% of the small appliances | 


today are sold as gifts,” he says. 
“People always want to get sugges- 
tions when they buy anything as a 


gift. There is not enough nudging | 
them on in the small appliance busi- | 


ness. I believe it would pay.” 

As an example, Mr. Saller cites the 
Treasure Island display which Gen- 
eral Electric Supply Corp. promoted 
in New Orleans not long ago. The 


variety of items and the fact that it | 
was obviously a gift-suggesting set-up | 


brought probably the best results his 
firm has ever had. 


Herman Saller of New Orleans—sales- 
man in shirt sleeves. 


Manufacturers have not sold the 
public on the idea of demanding 
quality in small appliances, as they 
should, Mr. Saller said. Many a man 
who buys a cheap appliance is dubious 
of its value and can readily be sold 
the idea of getting something that 
will stand up. More featuring of the 
quality points is needed in small appli- 
ance business. 

Timing and special uses, too, should 
not be overlooked. In the South, for 
example, the washer season is the best 
when Negroes are busy picking cotton 
in the field. This is the time dealers 
should cash in on this scarcity. On 
the other hand, many a local situation 
lends itself to promotion. For exam- 
ple, Mr. Saller said, “In Narco, there 


is a dealer who has cashed in on the | 


oil well drilling. L. J. Hodell goes 
to town by telling people that washers 
will take the oil out of clothes quicker 
than anything else.” 


ABC Account to Cramer-Krasselt 


PEORIA, Ill.—Altorfer Bros. Company, 
manufacturers of ABC electric washers 
and ironers, have appointed The Cramer- 
Krasselt Co., Milwuakee, as advertising 
counsel, according to an announcement 
received from H. W. Altorfer, vice-presi- 
dent and general manager. 











INDEX TO ADVERTISE 
August, 1941 


Alter Co., Harry 

Altorfer Brothers Co.... . 
American lroning Machine Co 
American Tel. & Tel. Co... 


Apex Rotarex Corp. 
Inside Front 


Auburn Central Mfg. Corp 
Automatic Products Co.. 
Belden Mfg. 

Bendix Home Appliances, Inc 
Black & Decker Electric Co 
Blackstone Mfg. Co... . Back Coy 
Briggs & Stratton Corp... 
Country Gentleman 

Die Molds Co 

Driver Co., W. B.... 
Driver-Harris Co. 


Nemours & Co., 
a 47 


Easy Washing Machine Corp 

Electric Steam Radiator Corp 

Employment ....... 

Evans Products Co., Evanair Di- 
vision 

Florence Stove Co.... 

General Electric Co.......... .50 


General Shaver, Div. of Reming- 
ton Rand 


Globe American Corp 

Hoskins Mfg. Co 

Hotpoint 

International Appliance Corp... 
International Nickel Co., Inc... 
Knapp-Monarch Co. ....... 
Landers, Frary & Clark 

Lovell Mfg. Co... Inside Back Cov 
Milbern Vacuum Cleaner Co... 1 
Modern Kitchen Bureau, The 


Noblitt-Sparks Industries, Inc 


Norge Division, Borg - Warner 
ON Saxena keene pees 


Orangeville Mfg. Co...... 
Parts, Services & Accessories... 
Perfection Stove Co 

Polachek, Z. H 

Railway Express Agency, Inc 
Rittenhouse Co., Inc., A. E 
Searchlight Section 

Self Lifting Piano Truck Co 
Shick, Inc. .. 

Silent Sioux Oil Burner Corp... 


Sunlight Electrical Division, Gen- 
eral Motors Corp 


Swartzbaugh Mfg. Co..... 
Toastswell Co., The 

Warren Telechron Co 
Waterbury Button Co., The. .... 
Westinghouse Elec. & Mfg. Co. 38, 


Westclox, Division of General 
Time Instruments Corp. . 


Where To Buy 
White Sewing Machine Co 
Wiegand Co., Edwin L.. 
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4\ 
2 
line Co 
c) 
e Front Co 
Corp 
] 
Bs, Inc 
: Co es P. Broadwell follows unorthodox 
thods to get kosher results. 
Back Cov 9 
j 
om 5 to 70 Oil Heater 
Accounts in One Year 
HE rapid spread of acceptance 
il heaters has resulted in 
; & Co, ing like a record for the Elec- 
47 Lamp and Supply Company, St 
Corp... mms, distributor of Coleman oil 
ig Corp ° ° ° 
one years time approximately 
metropolitan accounts have been 
vanair Di- 1, and possibly a hundred more 
> trading area by salesmen of 
mpany, under direction of Her- 
Hollander and James P. Broad- 
; 50 sales manager. Previously the 
f Reming- an Lamp and Stove Company 
We direct. 
We figured that the St. Louis ter- 
y was ripe for acceptance,” re- 
sR. W. Carney of the Coleman 
and Stove Company, “and as 
cult Slectric “4 ’ 
Con lt the Electric Lamp and Supply 
pany started off with a rousing 
>., Inc 7 : ‘ : 
et meeting, aided and abetted by 
6% manufacturer.” 
wmarted about 17 years ago, the 
> Beck Coll Lamp and Supply Company 
@ Beck VG devoted its efforts to handling 
er Co s well on a few lines. Each dis- 
, The utor salesman of the firm is more 
' es on his own mettle and is not 
a lated by sales contests or any- 
| - Warner 
f 
ssories 
jy, Inc 
A. E 
- Co 
Corp 


ion, Gen- 










The ; 
Afg. Co. 38, 
General 














aren L 
» Ge... 3 


y 


tters you can carry right in and 


Monstrate win welcome in St. Louis. 


HANDIS 


thing of the sort with the exception 
of a weekly sales meeting every Satur- 
day,” says Mr. Broadwell. “The men 


are not cluttered up with lines and put 
virtually all of their attention on a 
brand of floor covering, Coleman oil 
heaters and Zenith radio.” 

Electric Lamp and Supply 
pany maintains a special installation 
department and whenever the dealers 
in St. Louis sell a heater the distrib- 
utor installs and makes sure its instal- 
lation is correct. A charge is made 
against the dealer for this service. 

Open house is a feature of the Elec- 
tric Lamp and Supply Company and 
is used as a means of getting every 
possible dealer in the city in to look at 
its lines when they hold it every year. 
By means of a definite appointment, 
a definite and time for each 
dealer, it is able to put over the pic 
ture quickly and concisely. 


Com- 


day 


Calls for More Differences 
in Refrigerators 


RANK HEMINGWAY, who 
looks at the appliance business 
from the furniture man’s viewpoint 


(Hemingway-Johnson Furniture Com- 
pany, Shreveport, La.) declares that 
the need in refrigerator retailing 
today is for more differences in price 
steps to justify them in the minds 
of the prospect. 


























Frank Hemingway has the furniture 
man's viewpoint. 


‘A 14c gadget does not justify a 
$14 step-up in price,” he “and 
the dealer that asks it is for 
the mail-order competition.” 

On the other hand, Mr. Hemingway 
declares, it is impossible for a dealer 
to sell refrigerators to the lowest 
income and least saturated market as 
they simply do not pay out even in 
a town like Shreveport where it is 
summer ten out 
the year. 

The real 
fields, he 
something 
shift 
one. 


Washer 


says, 
meat 


nine or months of 


gravy is in the trade-in 
avers, and that calls for 
radical to make people 
from their old model 


to a new 


business in Shreveport 1s 


very good, he said, as the new ma- 
chines being sold are so far better 
than the old ones being traded in 


The attic fan 
is demoralized 
manufacture of low- 


there is no comparison. 
business in Shreveport 
because of local 
priced models. 
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THE NEW MANNING-BOWMAN 
PN UN S@).,V-0ll Gan) 10), 1018) 4 ae or | 


WITH A 
ear WET 
NICKEL-CHROME 
HEATING ELEMENT 
LG OS a nt oe Od ee OO a 
CONTAIN “TOPHET” ELEMENTS! 


WILBUR B. DRIVER CO. 


NEWARK, NEW JERSEY 


es © 


YOU HAVE 4° 
AT WHEN YOU SELL THE 


Dutch Oven RANGE 














Set the temperature control ,at 

« 400° and the automatic timer 

at 60 min. And then-to the movies! 

The current will be automatically 

shut off while the dinner continues 
to cook ON RETAINED HEAT. 


1 Into the pre-heated oven goes 
« a 4 Ib. roast, complete with 
vegetables, fruit, potatoes and an 
apple pie! 


THE ONLY RANGE THAT COMPLETES THE Ps 
COOKING ON RETAINED HEAT WITH THE 
CURRENT AUTOMATICALLY TURNED OFF! =e isiaiee 


It's different, this Dutch Oven Range — it 
completes the cooking with the current auto- 
matically turned off! 

Imagine a range that uses only 6 minutes of 
current for every hour of oven cooking time— . 

that requires only 2 minutes of time for cook- ~ 
ing a complete meal—that shuts itself off 
automatically and continues cooking. It's amazing 
—and it’s exclusive —only the Dutch Oven 
Range can do it. 

Sell the Dutch Oven to your customers! Get a 
bigger percentage and dollar profit for yourself! 
Mail the coupon NOW for full details! 


Dutch Oven 
GASAND RANGES 


ELECTRIC 
COMPLETE THE COOKING WITH THE 
FUEL AUTOMATICALLY TURNED OFF 





Inside the glistening white 

e Dutch Oven the dinner finishes 

cooking, without current, then re- 

mains hot until dinner time with- 
out attention. 


“GLOBE AMERICAN CORP. 

Dept. EM — Kokomo, Indiana 

Rush your FREE FACT book about Dutch 
Oven Ranges. 






















Name 
Address 
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Tiny Refrigerator 


One of the more valuable and interesting pieces in the famous miniature collection 
owned by the renowned collector, Jules Charbneau, and shown here in the hand 
of his daughter, Mrs. Isabella Steele, is this tiny miniature reffigerator, complete 
with tiny ice-cube trays, and little cooking pot. A size comparison may be had 
by comparing the toothpick held by Mrs. Steele's fingers, with the little ice trays. 


"Pass the Biscuits, Pappy” 
—Sells Roasters 


I [ wasn’t without a shrewd knowl 

edge of local psychology that a 

of Texas ran on the plat- 
“Pass the Biscuits, Pappy 

was an equally happy thought 

the Meletio Electric Supply Co., 


distributors, that they hit upon 


C. G. Adair helped cash in on the 
psychology behind a political slogan. 


Httir 


ILLITI® 
le Se ry lay jobs tl it tg 
n Dallas, C. G. Adair of Meletio 
ELECTRICAL MERCHANDISING. As proof 
the pudding he pointed out that 
lis firm’s sales for the first quarter 
~ 1941 was 20.6 percent above 1940 
nall appliances 
The firm “gile Silex, Universal, 
Knapp-Monarch and Nesco lines. 
Mr. Adair feels that toasters can 
never be made as staple an item in the 
South as elsewhere on account of the 


uit-eating habit 
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Roaster Sales Dependent 
On Adequate Wiring 


XPERIENCE of the Washington 
'4 Water Power Company in the 
roasters indicated that 
the bottleneck which limited the num- 
ber of these appliances sold was the 


sale of electric 


fact that many homes were not ade 
quately wired to make their use satis 
vaster campaigns were 
so far as actual sale of th 
opliat rned. but dic 
ippi rned, but di 


produce th pected results 


e 


buildir 


the power 
t operate 
ht par Se ona 
were not idequate to 


rgv needed tor this 


rdinary lig 


The next time a 

vas introduced it 1 

would have to over 

“ap created by this 

nthusiastic” group of users 

i several such experi 

rict has devoted ¢ special 

adequate wiring pro- 

ing the past two years, 
twenty-two communities out of twenty- 
four on the company’s lines making 
adequate wiring a special event of 
year. During 1939 a 500 per 
adequately wired 
reported, and an even 
better record is expected for 1940 
Newspapers did active soliciting of 
advertising on this subject, with the 


>rease in 


mes Was 


result that double-page adequate wir- 
ing spreads were not infrequent. 
Within a period of six months during 
1940, 22 full pages of advertising and 
publicity was obtained in nineteen 
communities. In addition to the ad- 
vertising paid for by the Spokane 
3ureau, ads were paid for by 46 con- 
tractors, 8 electrical supply companies, 
7 lumber and building material deals, 
6 builders, 2 banks, 1 hardware dealer 
and 4 appliance dealers. Interest 
among architects was promoted by a 
contest for prizes on plans for a low- 
cost home which must contain wiring 
equal to standards adopted by the Na- 
tional Adequate Wiring Bureau. 
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The Demand for Quality By L. E. Moffatt 


Old Business is Important Too By Laurence Wray 
With appliance shortages looming, W. G. Keay of the N. E. Ges & 
Electric Asso., puts emphasis on service rather than sales. 
Utah Dealers Take Over By Clotilde Grunsky 
When the Utah Power & Light Co. quit appliance merchandising last 
August electrical dealers expanded their operations and increased 
their sales. 
Department Stores Improve Major Appliance Opera- 
tion By Ernest C. Hastings . 
1939 ae compared with 1940—from Contelien Onan Report, 
N.R.D.G.A 
When They Pay their Bill, Sell Them A Small 
Appliance . 
How Mrs. Montgomery, who keeps books en hee husband, po cus- 
tomers’ accounts open by a small appliance sale at the strategic 
moment. 
Kitchen Simplification Comes of Age .... 


How to sell kitchen cabinets with the "Add-a-pearl" technique and 
have satisfied customers. 


A Merchandise Manager Gets His Wish 


By Tom F. Blackburn 
The A. Harris Dept Store, Dallas, Texas, has a new streamlined major 
appliance department. 


One Right Way to Close Farm Refrigeration Sales 
How the Buies follow the R.E.A. poles into farming country and sell 
refrigerators on a demonstration basis. 


Ideas 


The Social Side a Selling the South 


Some problems of getting washers into southern homes where cheap 
labor predominates. 


Appliances in the Basement 
How Miller-Rhoads in Baltimore cut selling costs 10% 


Ideas Built This Business 


Warman Electric Co., Vancouver, B. C., has built up a successful 
operation through use of original ideas. 


From Sewing Machines to Appliances .. 


Its Harder to get Salesmen Now 


Fred Schoss of Ogden, Utah is meeting the man-power situation 
caused by defense emergency. 


Jobber's Salesman turns Retailer to push Home 
Laundries 


How Louis Wilken built up an automatic washer business in New 
Orleans. 


"The Switch Is Onl". 


M. K. B.'s fall range campaign. 


In Defense of the Barnyard Rooster 
George Gaertner's views on fellow dealers. 


New Merchandise By Anna A. Noone 


News 

New Positions ientehnndeactes 
Statistical Barometer By Marguerite Cook. . 
Cooking Ability Sells Roasters in Dallas. 
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